



/) / 
/ 


A/VOL. VI, NO.1 $1.00 A YEAR 


“ NS) AUGUST, 1909 co — 


ELLING | 
ELECTRIC. 


2 The Magazine of Electrical Progress 
























a 











































am 
/7 
* 
4 
. 








By the time the — k - 
number of SELLING 
ELECTRICITY is issued 


the “lighting season” 
will be open. Have you 
planned your fall cam- 
| paign ? 

| This magazine will give 
you many suggestions. 
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f PORTABLES 
THE PORCH 


Many people now-a-days practically 
live onthe porch. It’s upto you, Mr. 
Central Station Man, to see that an 
attractive 


Chapman 
Portable 


is part of every porch furnishing. We 
have several designs especially adapt- 


14 hs; 
edi to this use, 

























No matter what your past experi- 
ence has been with portables — no 
matter how satisfactory your present 
stock — get the CHAPMAN catalog. 
It will tell you about a popular, quick- 
profitable line which ranges 
from the simplest to the most elabo- 


selling, 


t 


rate designs. Ask for Catalog A. 





The Chapman Mfg. Co. 
CRAFTSMEN IN GLASS AND BRASS 


179 Portland Street 






Boston, Mass. 
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“AMERICAN 
UNIVERSAL” 


Coffee 


Percolators 


A perfectly constructed coffee 
percolator operated by electric- 
itv leaves nothing to be desired 
in the art of coffee making. 

These percolators may be 
attached to the ordinary lamp 
socket. 

Percolating begins in less 
than @ne minute after current is 
turned on. 

Pure coffee, free from bitter- 
ness and clear as wine, 'is the 
result. 

An efficient and 
table article. 


handsome 


American Electrical 
Heater Company 


Oldest and Largest Exclusive Makers in the World 


Detroit, U.S. A. 




















mention ‘Selling Electricity.” 
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Distinctive signs—signs with brains behind 
them—are the kind that VALENTINE makes. 
And sells. 


For VALENTINE is more than a sign 
builder—he’s a sign salesman. But note this 
difference : he does not sell to the central station 
—he sells for the central station. He comes 
himself and talks to your customers—and gets 
orders for you. He sells big signs— moving 
attractions—the kind of signs that are hardest 
for your own solicitors to sell. 

Write and get the VALENTINE proposi- 


tion. 


Valentine Electric Sign Company 


Atlantic City, New Jersey 




















In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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Federal 
Display Signs 


Every Federal sign is designed so 
as to secure the best daylight effect 
as well as to make it brilliant at night. 
Substantially 
and every 


const ructed, 
inch 


compact, 
Federal 
weatherproof clamp sockets with pure 
copper shells used throughout. 
Let our Design Department furnish 
you sketches to show your customers. 


effective. 


Write for Display and Roof Sign Bulletin 
No. 207 


Federal Electric 
Company 


Lake and Desplaines Sts., Chicago 
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THERE IS A REASON 


MMS 


ELECTRIC 
FLAT- 
IRONS 


ARE THE STANDARD OF 
THE WORLD 


For 14 years we have used and 
improved a single form. Instead of 
a promise you get Quality, the kind 
that has stood the test, the test that 
means hard work well done. High- 
est in design, efficiency, finish and 
durability. In selling a Simplex 
you not only link your customer to 
solid comfort, but constant service. 
Start right—get the best and your 
figures will rise. Let us furnish 
you with printed matter. 


Write for Circular ‘““K”’ 


SPPLEX PLEO HEALING 


Cambridge, Mass. 


Monadnock Block, Chicago 
612 Howard St., San Francisco 
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In writing to advertisers, mention 


“Selling Electricity.” 
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LUUK AT THe GUnV 


This shows the excellent distribution of 
light given by the 

















New 
Holophane 
Reflector 
Bowl 


The unit is very attractive and has a 
wide field of usefulness in office build- 
ings, stores, clubs, etc., where beauty, 
efficiency and diffusion of light are of 
about equal importance. 





HOLOPHANE REFLECTOR-BOWL NO69/2 \ 4 


Ge —+ 





- ~” t 
60 WATT CLEAR TUNGSTEN LAMP 
FORM WM POSITION 











Get the new Bulletin 
No. 50, 

which will be 

ready for distribution 
about 

August 20th 
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LLECTAICAL TESTING LABORATORIES y 


HOLOPHANE COMPANY 


Sales Department: Newark, Ohio 
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What 1s Your Record ? 


but unless the measurements and time were properly taken and 

attested nobody would credit the performance. It isn’t enough to do 
things—one must do them according to rule and have the evidence to 
prove up when some skeptic says “Show me.” 

All of which is apropos of central station commercialism. 

We must devise a way to keep the records. As affairs now stand, the 
new business man has generally no method of proving his value. He is in 
constant jeopardy when a cynical director or stockholder is attacked by the 
“economy bug.” In a general sort of way, he can show that he has accom- 
plished things, but, by and wide, the method of keeping new business 
records generally is not one to inspire enthusiasm in the soul of those who 


pay the bills. They consist of overmuch conversation and a paucity of 
hard figures. 


\ MAN might break a dozen world’s records at running or jumping, 


New business is an investment. It may not appear that way on the 
books, for accountants have their own ideas as to what does and does not 
constitute a tangible asset, but in effect, and in the system of record-keep- 
ing adopted by new business departments, the investment idea is the only 
one whereby the value of the commercial man can be demonstrated. This 
statement is not a quibble over terms. It is made to insist upon the right 
point of view. For point of view is all important: a Corot landscape is only 
a dirty piece of canvas when viewed from the back. 

Given the investment point of view, we have a basis for logically 
analyzing the new business department’s work. 

As an analogy, take the investment in a complete lighting plant. An 
investment in a lighting plant is not like an investment in merchandize or 
real estate; for we do not buy it to re-sell; we buy it to manufacture cur- 
rent and get our profit on the output. Similarly, the profit in a new 
business department is secured from the output. We secure the profit on 
the plant according to its practical efficiency—ratio of output to input. 
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The same holds good of a new business department. The load factor of 
the plant and of the new business department’s work are analogous. 

This being so, the system of commercial department records should 
be as complete and as finely drawn as the records of the station itself. 
Mere statements of 16 cp. equivalents connected are not enough, nor are 
approximations of the earnings of new business secured. The analysis 
should be deeper, more thorough, and devoid of prejudice. Records are 
evidence—they are not arguments. 

Several points which are frequently lost sight of, enter into the record- 
keeping. The natural growth of a town or city should count against a 
commercial department. On the other hand, it should be given much 
credit for the amount and value of good-will which it engenders, for good- 
will is negotiable if it can be shown that money has been expended to se- 
cure it. Cut-offs and additions due to removals should balance, while 
cut-offs due to business failures should not be charged against the commer- 
cial department. Business actually lost should be blamed upon the de- 
partment guilty of neglect—the service is more frequently to blame than 
the salesman. 

The object of all records is to prove the verity and value of a perform- 
ance. Records based upon supposition mean little to the financial man 
who is looking for an opportunity to retrench. Records based upon insuf- 
ficient data breed only suspicion. It is possible to so analyze the work of 
a commercial department that its actual earning-power in dollars and cents 
can be determined at a glance. Such records are needed and the only 
man who need fear their adoption is he who shrinks from the acid test, 
“Show me.” 





Commercial Education 


CONSULTING engineer is defined as “a man who knows where to 
look for the right answer.” 

One can get engineering data out of books or through a correspond- 
ence course. The formula are all a matter of record. The subject is one of 
concrete facts. A certain size of copper wire has a certain specific con- 
ductivity. A certain size and type of motor has certain inherent char- 
acteristics. These are facts. One can write them down and use them 
over and over again, always with the same results, exact to a dot. 

But commercial practice is simply shrewd guesswork. There are no 
formula that will work out twice alike. There are no authorities to whom 
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one may go for anything more definite than general advice. The personal 
equation, with its myriad variations and perplexities, cannot be reduced 
to any rule of thumb. 

That is why good engineers are always available and good commercial 
men extremely scarce. One is a college made product: the other, so far, is 
largely accidental. Given time, facts can be pounded into almost any head, 
because facts are things that can be reduced to words and learned by rote. 
But the inexact theories of commercialism, with special exceptions to fit 
each separate application, are largely a matter of instinct and good guess- 
ing. 

So the education of the commercial man consists, not in committing 
anything to memory nor in gathering a library of handbooks, but in sharp- 
ening his commercial instincts and cultivating such native shrewdness as 
he may possess. 

This can be done in but one way—by the careful study of experience. 
Take any commercial experience you please. Analyze it. Reduce it to 
first principles. Turn it upside down and back foremost. Criticize it 
constructively by determining where and how you would do it again dif- 
ferently and better. Find out where it must be flexible to admit free play 
to the personal equation, and where rigid to meet the unchangeable de- 
mands of human nature. Study your experiences thus: let the lesson sink 
in deep, and then—turn to the next experience. 

The man with the courage to analyze justly his own work, who will 
be neither cast down by failure nor elated with success, is the man who 
will win out commercially. Such a man soon knows both his strength and 
weakness. The positive qualities are strengthened by use: the weak points 
braced by outside assistance. The element of chance, which is always 
present, is reduced to a minimum. Blind instinct is developed into fore- 
sight: guesswork becomes a matter almost of mathematics. 

Yet it is not enough that a man put his own experience to the acid 
test. The experience of others is quite as valuable. We can learn as 
much at second hand as by personal contact—and at vastly less cost in 
money and injured pride. But here, again, the analysis must be dispas- 
sionate. Few commercial failures can be charged to plain, bone-headed 
dumbness. Few successes are due to genius. Behind every experience 
is a valuable lesson. Dig it out. 
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More Co-Operative Street Lighting in 
Newark, N. J. 


Three-Quarters of a Mile of Flame Arcs Added to the Proposed ‘‘Great White Cross’’ 


BY J, i. 


O’TooLe, MANAGER Pusticitry DEPARTMENT 


PusLic SERVICE CORPORATION OF NEW JERSEY, NEWARK, N. J. 


AST January the merchants and 
business men of South 
Street formed an association 

for the purpose of booming that sec- 
tion of the business district. As a 
result of the efforts of this association 
working in co-operation with Public 
Service Corporation, 35 flaming arc 
lamps of 10,000 rated candlepower 
were installed within a distance of 
three blocks, spaced at intervals of 
60 feet on both sides of South Broad 
Street. The effect of that installation 
spurred the Market Street merchants 
to inaugurate a plan for similar illu- 
mination on their street. 


3road 


An association was formed which 
contains 235 members all of whom 
are directly interested in the mercan- 
tile business on Market Street between 


the Court House and the Pennsylvania 
Railroad depot. 
Public 


Negotiations with 
Corporation were 
opened about the first of February 


Service 


and the work of arranging prelimin- 
aries, securing the co-operation of 
the business men and their willingness 
to subscribe to the cost of the lights 
progressed without any serious hitch. 
The installation was completed and 
the lights turned on Wednesday even- 
ing, July 14th. 

The new arcs extend from the Court 
House to the Pennsylvania Railroad 
depot, a distance of approximately 
4500 feet. They are installed on either 
side of the street about 125 feet apart 
and are hung on poles with ornamen- 
tal goose necks, the bottom of the 
lamps being 25 feet above the ground. 





Market Street, Newark, N. J., Looking East from the Court House 
Photograph taken after the Installation of the Flaming Arcs 
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The type of lamp used is the Toerring 
of 9000 rated candlepower, and there 
are 58 of them all told. 

In this district the city formerly had 
36 are lights of 2000 rated candle- 
power, for which it paid $70.00 each 
per year. For these lights have been 
substituted the new Toerring lamp, 
the city continuing its payment of the 
$70.00 and the difference being made 
up by the merchants, who pay the 
entire cost of the other 22 lamps. The 
company makes its contract with the 
city for the entire installation and the 


Market Street, Newark. N. J. 
Photograph taken in November, 1908. 


and numbers of them kept their stores 
open for the inspection 
rather than for business, giving to all 


purpose of 


comers souvenirs of the occasion. The 
event had been widely advertised and 
resulted in the greatest outpouring of 
people ever witnessed in the city of 
Newark. The street was so crowded 
that it had to be closed to all traffic 
except the trolley cars which were just 
able to make their way slowly through 
the mass of sightseers. 

A similar project is now under way 


for North Broad Street, extending 





, Looking East from the Court House 
Notice how dark the street and buildings appear as compared with 


the photograph on the opposite page 


city in turn has a contract with the 
mérchants whereby the merchants are 
to pay the difference between the cost 
of the 58 high power lamps and the 
36 2000 cp. arcs. 
run for three years and the expense 
assumed by the merchants amounts 
close on to $15,000 a vear. 

The Market Street Business Men’s 
Association, the members of 
installed the lights and are paying for 


This contract is to 


which 


the same, made the opening night a 
gala event by decorating their build- 
ings with bunting and electric lights 


from Market Street north to Washing- 
ton Place. Here the merchants have 
banded together to secure similar light- 
ing facilities and 34 Toerring 9000 cp. 
lights will be installed along this part 
of the thoroughfare early in the month 
of September. The Public Service 
Corporation is a participating member 
of the North Broad Street Merchants 
Association and is joining in the light- 
ing project on the same basis as other 
merchants. In connection with this 
feature, the Public Service Corpora- 
tion will outline its large office build- 
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ing on the corner of Broad Street and 
Central Avenue with 4 cp. incandes- 
cent lamps, about 1,000 lamps being 
necessary for the work. 

When this North Broad Street in- 
stallation shall have been made, New- 
ark, instead of having a ‘great white 
way, will be, perhaps, the only city 
in the country which will have a ‘great 
white cross,” the upright section of 
which will be a mile and a quarter 
long with the cross sections three- 
quarters of a mile. 


; 
: 


South Broad Street, Newark, N. J. 


> 


The accompanying illustrations are 
interesting as showing a comparison 
the appearance of Market 
Street before and after the installation 
of the flaming arcs. 


between 


The photograph 
of the South Broad Street illumina- 
tion was taken right after that system 
was installed by the South 
Street Improvement Association. 


Broad 
In 
each case, the strings of incandescent 
lamps suspended over the street were 
erected by the Public Service Corpor- 
ation for the opening ceremonies. 
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, Looking South from Market Street 





Demonstrating Illumination in New Haven 


How Tungsten Lamps and Scientific Reflectors were Introduced to the Yale 
University Town 


EW HAVEN, like many an- 


other small city, has been 
to the 


status of electric illumination. 


slow to awaken new 
The 
life of the town is centered around 
the University, Yale, and the Gen- 
eral Offices of the New York, New 
Haven and Hartford Railroad, and 
its growth has been deliberate and 
conservative. 

Up to a year ago, May 1908, to 
be exact, the 
Company had 


United Illuminating 
made little or no 
effort to introduce high efficiency 
illuminating units, and the gas arc 
dominated the main business streets 
of the Shortly before this, 
however, Mr. I'rederick D. Adams, 
became the 
and took active charge of all com- 
mercial effort. Mr. has 
grown up with the company from 
office boy and knows New Haven 
as he knows his desk. 
that 
“Electrical 


city. 


treasurer of company 


Adams 


He decided 


there would have to be an 


Revival” and a deter- 


““ Follow the Lights.”’ 


mined and energetic effort to arouse 
the popular interest in illumination. 

He called in a man from the Hol- 
ophane Company and suggested a 
demonstration of tungsten efficiency. 
A store the Y. 
M. C. A. building, on a side street, 


was engaged in 
but in a prominent location and in- 
vitations were printed and mailed 
to customers and prospects. No 
other advertising was done, but Mr. 
Adams, Mr. Robert Manwaring, as- 
sistant superintendent, and Mr. N. 
B. Fitch, the hustled out 
among their respective friends and 
their friends’ friends and brought in 
every 


cashier, 


merchant and business’ man 
accessible. 

live lectures were given in May, 
nightly from Monday to Friday, to 
packed Mr. C. Walter 
Jones, who lectured, offered his ser- 
vices for 


houses. 


and advice 
and visited a number of New Haven 
stores at the request of the mer- 
chants to lay out improved lighting 


consultation 


The New Haven Way of Drawing a Crowd to the Demonstration 
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equipment. The demonstration was 


a success. It was a brand new idea 
in New Haven, and it took. A real 
interest in high efficiency illumina- 
tion was aroused and it was backed 
substantially by orders. 

About four months later, Mr. 
Adams sent for Mr. Jones and said, 
“Do it again.” 

Jones asked, “How about adver- 


tising ? 


Are you going to hold me 


Mr. Adams scouted around for a 
better location on the main business 
street and in the center of travel. 
There was not a single store or 
ground floor office vacant in the dis- 
trict so he went to the proprietor of 
a dairy lunch, who held a choice 
position, and offered to buy him out 
for two told him to 
profits and name_ the 


price, but the milk and cracker man 


weeks. He 


figure his 


The Police had Hard]Work Keeping the Crowds from Breaking Through the Windows 


down again or will you give me a 
free hand?” 
sid 5 Wy ight 


The cash box is wide open.” 


said Adams, “go the limit! 
“You're on,” said Jones, and in 
October they gave another course 
of lectures lasting two solid weeks. 

This effort 
spared to reach every merchant and 


time there was no 
householder in the city. They de- 
cided that the Y. M. C. A. building 


was not sufficiently prominent, so 


could So Adams com- 


store on 


not see it. 
promised on a Center 
street, around the corner and only 
about 100 yards from the postoffice. 

To insure prominence for the ex- 
hibition a string of 100-watt tung- 


Holo- 


suspended 


sten lamps, equipped with 


phane_ reflectors was 


along the curb line across the post- 
office and down to the door of the 
lecture room. 


Half page ads. were 
run in the local dailies, bidding the 
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public “Follow the Lights,” and the 
press was plentifully supplied with 
material notices and 
Invitations were sent out as 
before only in greater quantity and 
a selected list of merchants 
prepared for special attention. Ev- 
ery night of the two weeks a card 
was sent to these men by messen- 


for reading 
news. 


Was 


ger, with a personal appeal asking 
them to step over to the demonstra- 
tion and look into the subject of 
illumination. At the same time the 
whole force of the United Illumin- 


ating Company was turn- 


appearance of the New Haven busi- 
ness district bears witness to the 
higher standard of illumination dis- 
played. Gas ares have been retired 
so that they are few and scattered, 
while tungsten lamps with Holo- 
phane reflectors are everywhere in, 
evidence. The streets are wonder- 
fully brightened up and the com- 
mercial growth of the United Illu- 
minating Company for the last year 
has been unprecedented. 

All such growth is cumulative. 
You start the ball in motion and as 





ed loose to bring in every 
man they knew. 

The affair was 
handled with spirit, but 
in the right spirit, and 
here are some of the con- 
crete results :— 

The which ac- 
commodated 125 persons, 
was jammed every night 
and so overflowing that 
several times the police 
were forced to clear the 
street. 

One hundred and five 
merchants requested that 
Mr. Jones call and make 
recommendations regarding the bet- 
terment of their lighting. 


whole 





store, 


Jones made 75 personal calls, and 
an additional new business man was 
put on to assist him with the bal- 
ance. This man was retained per- 
manently. 

Seventy-five new customers were 
result of this 
Beyond this it is impossible 
to specify in figures the effect of 
this publicity, but there is ample 
evidence that it is still felt. The 


connected up as a 
work. 





New Office Building of United Illuminating Co., New Haven 


it rolls it grows. In New Haven 
the high efficiency illumination was 
laid before the public, accepted, and 
is selling itself constantly, cumula- 
tively. 
Another demonstration, lasting 
two weeks, was given this spring,— 
well attended and profitable and 
through systematic advertising and 


solicitation the good work is going 
forward. 


The United [luminating Com- 
pany is now constructing a new of- 
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fice building, which will bring them 
even more into the eyes of the pub- 
lic. The accompanying cut of the 
proposed structure indicates their 
mental attitude, for the entire front 
of the ground floor will be devoted 
to the display of current consuming 
appliances. Inside the big plate 
glass windows, the public will be 
received and the advantages of elec- 
tric light, electric heat and electric 
power will be demonstrated under 
the most favorable circumstances. 

In talking of the results of the year’s 
campaign, Mr. Adams says: 

~ After our first demonstration was 
held we had as many as fifty calls for 
the lecturer to make and it kept us 
busy all that summer installing tung- 


sten lights with the Holophane re- 
flectors in the place of gas, and | think 
that we took out about 225 gas arcs 
and 350 single Welsbach burners. 

“The second time we had 105 calls 
for the lecturer to make and it kept 
us busy all winter putting in the new 
installations. 

* The third lecture proved to be bet- 
ter than the other two and if things 
keep on as they have, gas will be a 
curiosity in this city as far as the cen- 
tre of the city goes, as we are sweeping 
them right and left, and I can safely 
say that from our first exhibition up 
to the present time, we have taken out 
between 500 and 600 gas arcs and be- 
tween 700 and 800 single Welsbach 
burners.” 





the home for an iron for trial? 





A Dollar Idea 


By E. C. Stahl, Jr. 


Public Service Corporation of New Jersey, Trenton, N. J. 


HE greatest number of electric flatirons are returned, after 

trial, from houses where foreigners are employed as servants. 
The foreigners are no harder to teach, however, than any one else, 
if you teach them in their own language. Therefore, why not pre- 
pare simple directions printed in the various servant-girl languages 
(except possibly African, although this might be printed in black- 
face type) and enclose them with the iron? 

Carrying this idea to its logical end (or rather beginning) 
we could have circulars printed in the several foreign languages, 
explaining the desirability of an iron from the servant’s viewpoint. 
Can you imagine any one resisting the demand of the autocrat of 





























Electric Pumping at Indiana Harbor 


By R. A. MacGrecor, Power EXPER? 


EASTON Gas & ELectric Co., Easton, PA. 


URING recent years much has 
been accomplished in re- 
claiming the swamp and 

marsh land around Chicago, and today 
there are busy communities located 
on what was once a low marsh. The 
great Pullman shops stand on land of 
this character, which has been made 
habitable by a system of drainage 
and pumping, while many other in- 
dustries, known the world over, are 
built on ground similarly reclaimed. 

The first city in its part of the 
country to adopt 
electric power 
for disposing of 
drainage and 
sewage is East 
Chicago, Ind., 
and the success 
attendant upon 
this venture is 
sure to create 
interest in the 
use of electric 
current for this 
purpose. 

The ground 
level of East Chicago is so depressed 
that sewers, laid at the proper depth 


to take care of the local sewage, are’ 


below the level of their outlets, which 
in some cases are into Lake Michigan, 
and in others, into the sluggish Calu- 
met River; it therefore becomes necess- 
ary to elevate the sewage before it 
will flow off. The city of East 
Chicago maintains two such stations 
located in different sections of the 


city. The one in the older part of 





Pump House at Indiana Harbor 


the town discharges into the Calumet 
River, while the one in the newer part, 
which is called Indiana Harbor, and 
lies between Gary on the east and 
Whiting on the west, discharges 
directly into Lake Michigan. 

This latter pumping station is 
located about 1800 feet from the shore 
of the lake and is connected to it by 
a 48-inch sewer line laid about 24 
inches under the surface of the ground. 
The station itself is built over a brick 
cvlindrical well 32 feet in diameter 
and 26 feet deep, 
the building be- 
ing about 32 by 
40 feet. The 
original plans, 
which were ex- 
perimented with 
for over two 
vears and finally 
abandoned, 
called fora dis- 
posal plant in 
connection with 
this station, but 
at the present 
time the sewage is entering the well 
from a catch basin through a 24-inch 
sewer line about 6 feet from the 
cement bottom. 

The original machinery consisted 
of three 50 hp. gas engines belted to 
a horizontal shaft, which in turn drove 
the runners in a vertical submerged 
pump through a vertical shaft and a 
set of bevel gears. The capacity of 
the pumps was 2500 gallons per 
minute: against a head of 24 feet, so 
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that 
station 


the combined capacity of the 
7500 


The price paid for gas being 


equalled gallons per 
minute. 
80 cents per thousand cubic feet, made 
this a very economical proposition 
for a time, as it required but one 
attendant to operate the station, and 
by working twelve-hour ‘shifts two 
men cared for the plant. This end of 


the city, however, has experienced a 


Motor-Driven Pump at Indiana Harbor 


phenomenal growth for the past five 
years, and the engines became over- 
loaded; and since it was necessary to 
keep at least one pump going con- 
tinuously, much trouble and expense 
developed in the maintenance of the 
machinery. 

After several serious mishaps dur- 
ing the spring of 1908, the council 
committee decided to make a change 
at this 


station in favor of 


apparatus that 


some 


would be more re- 


After 
thoroughly investigating all methods 
of handling a proposition of this kind, 


liable if not more economical. 


the committee, acting on my advice 


the commercial de- 


partment for the C. H. 


as manager of 
Geist Com- 
pany, the owners of the local central 
station, decided to try a motor-driven 
pump. A trip was made to Dayton, 
()hio, and the emergency stations in 
that city were carefully examined 
and a pump was designed by the 
Davton Hydraulic Machinery Com- 
pany to meet the existing condi- 
tions. 
This pump is made up of two 
standard fifteen-inch 
merged 


vertical sub- 
pumps, having separate 
suctions, and discharging into a 
common eighteen-inch discharge 
pipe against a head of from 14 to 
22 feet. The runners for each pump 
are mounted on the same vertical 
in turn connected 
through a heavy thrust bearing and 
a flexible coupling to the rotor shaft 


of a vertical motor. 


shaft which is 


At a speed of 
1120 revolutions per minute this 
pump has a capacity of 8000 gallons 
per minute against a head of 18 
feet, but as the head varies as the 
water is pumped from the well, the 
pump averages in actual operation 
about 10,000 gallons per minute. 

The motor is of the standard Westing- 

house ““CCL,’’ 75 hp., three-phase, 60- 

cycle type, and is run directly from the 

lighting company’s primaries at 2200 

volts. A panel starter was furnished 

with the motor, on which the power 
company’s meter was installed. The 
whole pumping outfit is very neat and 

compact, having a capacity of 500 

gallons per minute more than the com- 

bined gas engine plant, and occupy- 
ing but one-twentieth the floor space. 
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The well is allowed to fill up toa 
predetermined point, which is gov- 
erned by the sewers entering the catch 
basin. The pump is thrown in by 
hand, pumping until the sewage falls 
to the upper suction, when it is shut 
down. During the summer, fall and 
winter, it is necessary to run the pump 
only for fifteen minutes through each 
hour and about twice to three times 
as long in the spring months. 

Sewage is being handled for 1.37 
mills per 1000 gallons for current, 
and the saving is nearly 20 per cent 


over the former fuel cost alone. The 
kilowatt hour consumption shows an 
average of 180,000 gallons pumped 
per 10 kilowatt hours consumed. 

The council is so well pleased with 
the efficient, economical operation of 
this outfit that it has decided to install 
the same type of apparatus in the new 
main station now being erected on 
the Calumet River. This new station 
will have 350 hp. capacity in motors, 
all of the vertical type, and will prob- 
ably be handled automatically through 
a system of hydraulic switches. 








Gas Engine 


Driven Pump at Indiana Harbor 
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"Talking Points” from the 
N. E. L. A. Handbook 


Section 2. Par. 46. Meat Markets.—To the butcher cool- 


ness of atmosphere is even more of a necessity than it is to 
the baker, and the reasons for this are not difficult to find. 
Meat is one of the most perishable of edibles, and heat, 
sooner than anything else, will render it uneatable. Electric 
lamps heat the air but slightly, and cool air means that 
1. Meat will keep fresh longer and will not lose flavor. 
2. More meat can therefore be displayed in the shop. 
3. Less ice will be required. 
4. No risk of frozen meat being thawed or discolored. 
5. The fat on the meat will not be melted. 


Moreover, electric light throws just the right color on 
the meat. 


Section 2. Par. 50. Dry Goods Stores.—It is vital for the 


store keeper to keep his goods in prime condition. If he 
uses electric light, his light-colored goods will not be soiled 
or the black tones become rusty. Upper shelves can be used 
for stocking material. Customers can match tints accurately, 
and do not cause inconvenience, therefore, by wanting goods 
changed that were purchased under misapprehension of their 
true tint. The staff of assistants will be more ambitious 
than when their strength is being sapped by breathing the 
fumes of gas. Last, but not least, the risk of fire from goods 
coming in contact with flame is eliminated. 


Section 2. Par. 51. Flower Stores.—No one can pass a 











florist’s window that is skillfully lighted by electric lamps. 
The effect is fairylike, and electric light does not harm any 
kind of plant or flower, even the most delicate ferns being 
unaffected by it, and therefore the stock remains fresh look- 
ing very much longer. The mercury vapor lamp produces 
some most beautiful effects when used to illuminate green 
foliage. 























ade 














"Talking Points” from the 
N. E. L. A. Handbook 


Section 2. Par. 52. Fruit Stores and Green Groceries. — 
Where electric light is used the fruit remains sound much 
longer, and the freshness of green stuff is unimpaired. Green 
fruit ripens gradually without blackening, and all the stock 
looks inviting under electric light. 


Section 2. Par. 53. Groceries and Provision Stores.—A 
pure atmosphere preserves provisions in a perfectly sound con- 
dition and prevent sserious losses from the fermenting of jams 
and canned goods when a grocer or provision merchant has 
installed electric lamps. Moist sugars, dried fruits, cheeses, 
and soaps do not lose their weight because of overheating. 
Bacon never sweats and become discolored. With electric 
light provisions can be stored -at any height without risk of 
deterioration. The wrappers of proprietary goods keep clean 
and fresh in appearance. The whole store is sweeter and 
cleaner. 


Section. 2. Par. 54. Haberdasheries.—The haberdasher who 
uses electric light finds that the colored goods are unsoiled, 
while white shirts and collars do not become yellow, and the 
rubber in suspenders does not © perish’’ so quickly. 


Section 2. Par. 55. Jewelry Stores.—The jeweler who in- 
troduces electric light has to admit that never before has he 
had such an effective display. Much time is saved by not 
having to cleantarnish from the goods. Electric light shows 
off precious stones to the best advantage. 


Section 2. Par. 58. Shoe Stores.—By installing electric 
light stock may be kept on the upper shelves; elastic sides 
will not lose their spring, and the leather in boots will not 
get hard and stiff if stocked for some time, while the thinner 

and softer kinds of leather from which ladies’ French kid 

shoes are made will not crack. 




































Electric Signs in Memphis, Tenn. 


N discussing some photographs 
showing the status of electric 
advertising in the city of Mem- 
phis, Tenn., Mr. V. A. Henderson, 





Number Two 





Manager Commercial Department 
The Merchants Power Company, 
was questioned as to methods- 
“How did you get the business” he 
was asked. 

“Well,” he replied, “in fact, there 
is not very much to say about ‘how 
we did it’—only that we got out and 
hustled and all worked together and 
got it.’ And there vou are! The 
following facts, however, were 
brought out: 

The Merchants Power Company 
began to actually campaign for 
electric advertising business early 
in 1907, soon aiter their plant was 
completed on Wolfe River, Keel 
Avenue, and the Illinois Central R. 


R. tracks. Canvasses were made, 








A Few Side-Lights on the Methods of the Merchants Power Company 





carefully compared lists were pre- 
pared, comprising all the logical 
prospects for electric signs, outlin- 
ing and window displays, and an 
up-to-the-minute, efficient selling 
organization was worked into shape. 
special effort was made to secure 
the best possible grade of men for 
the outside work and they were well 
paid on a salary and commission 
basis. 

Newspaper advertising was not 
employed to any great extent, but a 
vreat many personal letters were 
written and much printed matter 
was sent out. The chief depend- 
ence. however, was placed in fast 
and consistent personal solicitation 
and every effort was made to give 
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Number Three 

















Number Four 


the prospect all the suggestive aid 
possible. 

This campaign has been contin- 
ued without interruption and the 
result of the two vears’ work is 
shown in the photograph marked 
No. 1. This is the main business 
street of the city and within the 
six blocks shown in the illustration 
there are 88 electric signs, each and 
every one of which burns from dusk 
until midnight, each and every night 
of the year. They are operated on 
a flat rate basis. 

Picture No. 2 shows a double 
faced flasher sign, representing a 
lightning stroke, the lightning 
breaking around the entire sign. 
Qn the hottom of this sign is also a 
changeable panel, this being re- 


worded each week to announce dif- 
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ferent 
stalled on the building of A. D. Gib- 
son & Sons, the largest 


sales, etc. This sign is in- 


furniture 
store in the south. 

Cut No. 3 is a double faced flash- 
ing soda sign. This sign is installed 
on the building of the Moseley-Rob- 
inson & Cox Drug Company. 

Number 4 is said to be the largest 
roof sign in the south. The sign is 
81 ft. long and 26 ft. high and burns 
800 4+ cp. lamps. The capital letters 


“S” and “C” are 20 ft. from tip to 





tip and the case letters measure 7 ft. 
in height. 

The large view of the city shown 
at the close of this article is a com- 
posite photograph. Memphis streets 
are so situated that it is impossible 
to show all of the large signs in one 
picture, so this view was prepared 
by printing several separate views 
on the one negative. 

Mr. “We all 


worked together and got it.” 


Henderson says, 


These 
photographs certainly bear him out. 

















FLORIST 


Composite Photograph of the Large Electric Signs in Memphis 
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By Eart E. 


NY man who sells knows 

how easy it is to waste time 

and energy in misdirected 
effort. There is, of course, an ele- 
ment of uncertainty and chance 
which cannot be avoided where the 
day’s sales depend on the securing 
of interviews, but for the man 
whose market is as broad and di- 
verse as that of the central station 
salesman, season points the way to 
efficiency. 

The majority of manufacturers 
and tradesmen are more or less af- 
fected by the season of the vear. 
They have their on and off periods, 
times when the press of work cre- 
ates a spirit of optimism and enter- 
prise and times when a scarcity of 
business makes them averse to 
spending money for innovations. 
It is, therefore, decidedly to the in- 
terest of the electrical fraternity 
whose market ultimately depends 
on the consumption of kilowatt 
hours, to work out a schedule of 
these busy seasons and arrange 
them so that the activities of the 
salesmen may be confined to pros- 
pective customers who are in the 
best possible frame of mind toward 
their propositions. 

A great deal depends on the tem- 
porary mental attitude as ever 
salesman has learned from expert- 
ence, and if he enlists on his side 
the psychological effect of season, 
it makes all the difference between 
finding a man receptive and com- 
bative. Also it gives the salesman 
a diversity of problems which 





Selling in Season 


W HITEHORNE 


makes for interest in the day’s work. 
Naturally the character of a man’s 
territory will govern his season, but 
the following suggestions will serve 
as a nucleus: 


SPRING. 


This is the season of new build- 
ings; opening up the field for wir- 
ing. See that in residences there 
are plenty of baseboard receptacles, 
etce., and that electric elevator equip- 
ment is put squarely before the 
architects, builders and owners. 
This is the season when concrete 
buildings are erected, and motor 
driven construction hoists are used. 


Large plumbing shops, where a 
great deal of gas fitting is done, can 
save money through the use of 
motor driven pipe threading ma- 
chines. There should be a market 
for one or two of these in every 
city. Try it out during the spring 
and summer. 


House cleaning creates demand 
for the vacuum cleaner; also the 
carpet cleaning establishment will 


look most favorably on motor drive. 


On the approach of summer, it is 
well to canvass the owners of wind- 
mills for the installation of motor 
driven pumps. The wind dies out 
in summer and there are few houses 
supplied by windmills that do not 
experience a shortage of water. 


\long in May, the ice cream man- 
ufacturer gets ready for the sum- 
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mer business. Sell him = an = ice 
cream freezer. 


Every first class livery stable 
should be in the market for a motor 
driven clipper and vacuum cleaner 
for grooming. In the spring time 
when the horses are shedding, this 
business is most easily worked up. 


The bottlers of beer and mineral 
waters should be canvassed at this 
time for motor driven bottle-wash- 
ers. 


At the end of spring or the begin- 
ning of summer, theatre managers 
are making arrangements for the 
annual repairs and improvements. 
This is the time to present proposi- 
tions for better lighting, motor 
driven dimmers, ventilation equip- 
ment, etc. 


SUMMER. 


Manufacturing tailors have their 
busy season in the summer time. 
Propositions for sewing machine 
drive and electric irons meet with 


best favor when the rush comes on, 
f 


and facilities are taxed. 


When soda water fountains start 
up, make a thorough canvas for 
motor driven carbonators. 


In the first week of July, it is cus- 
tomary for all factories to close 
down for one week to overhaul en- 
gines and machinery. Get your 
propositions in shape, so that they 
may be considered prior to this date, 
for the work can be done best dur- 
ing the week in which the hands are 


laid off. 


Automobile garages offer the best 
field for the power man during the 
summer months. The motor driv- 
en air pump is a very good proposi- 
tion at this time. 


Foundries close down or work 
very little during the hot weather. 
There is a market for cupola blow- 
ers and motor driven saws, hoists, 
hoisting magnets, etc. 


Before the churches close for the 
summer, make a canvass for motor 
driven organ blowers so that the 
work may be done without incon- 
venience. 


Tanneries do most of their work 
during the hot weather. There is 
a large amount of motor driven tan- 
ners’ machinery available and expe- 
rience shows that it is easier to pre- 
sent its claims to advantage during 
the tanners’ busy period. There is 
little chance to make an installation 
before things quiet down in the fall, 
but it is well to open up on them in 
the summer. 


Bottle washers are still season- 
able. 


Just before the straw hats are 
out, talk hat cleaning motors to the 
shoeshine parlors, hotels and barber 
shops. 


Many cafés are beginning to use 
sinall sawed ice blocks instead of 
cracked ice and it is sufficiently 
novel to be interesting to all of 
them. Sell them a motor driven 
ice saw for this purpose. 


This is the time to talk electric 
irons, washing machines, vacuum 


es 
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cleaners and fans to residence cus- 
tomers. 


Talk fans to everybody, and every 
time the thermometer goes up put 
a load of fans in a wagon and get 
them out on trial before the 
breeze starts up. 


next 


FALL. 
The 
mences about the middle of Septem- 


rush of advertising com- 
ber when vacations are over, conse- 
quently printers have their busiest 
season in September and October. 
Things look prosperous, overtime 
work is expensive and_ individual 
motor stitchers, 


drive for presses, 


cutters, etc., sounds most reason- 


able. 

3usiness picks up with the gro- 
cers when the 
then is the best time to 
motor driven coffee grinder. 


end and 
sell the 


vacations 


When the weather begins to get 
cool and furnaces are put in shape 
for the winter, sell the plumbers 
motor driven air blast machines for 
the 
novel 


This is 


effi- 


cleaning chimneys. 


new, and exceedingly 


cient. 


With the coming of cold weath- 
er, there is a 
and 
arm 


demand for sausage 
the burden falls on the 
of the butcher. Sell 
motor driven sausage machine right 
then. 

The 
considerable consumption by adver- 
tising at this time, the value of the 


right 


him the 


central station can induce 


electric fan for drawing hot air from 
the the 
blowers, also. 


radiators. Push furnace 


With 
come 


the first frost 
the icy 


freezes 
the 


and 


streets, when 


blacksmith is pushed hard sharpen- 


driven 
forge blower will save him money, 


ing horseshoes. A motor 


and he can see it at this time. 


In fall and winter, manufacturers 
of white goods and women’s cloth- 
ing have their busy season when 
they are most approachable with 
the driven 


proposition for motor 


sewing machines and electric irons. 


Fall and early winter brings the 
rush to the manufacturing jeweller. 
This is the time to sell him motor 
driven jewellers’ lathes, electric sol- 
dering irons, gold annealing ovens, 
suction blowers for drawing in the 
dust from the 
cleaners for 


emery wheels and 


vacuum recovering 


metals from floors and benches. 


WINTER. 


Manufacturing tailors and white 
goods manufacturers are busy. 


Factories close down the _ last 


week in December. 


The Christmas trade presents a 
market for all sorts of current con- 
suming household appliances: irons, 
toasters, percolators, chafing dishes, 
dise stoves, heating pads, hair curl- 
ers, luminous 


radiators, portables 


and Christmas tree outfits. These 
must be advertised and displayed, 
but they are most appropriate for 
Christmas gifts and the market is at 
hand. 


Such 


radiators, 


devices as 
fi Ot 


a special appeal during cold snaps. 


heating pads, 


warmers, etc., make 
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There is a very considerable mar- 
ket for motor driven emery wheels 
should 
be introduced at all lakes, rinks and 
machine shops just before the ice 


for skate grinding. These 


comes, 


The winter season is apparently 
not as prolific as the rest of the 
vear. It the 
most propitious season for building 


presents, however, 
up the sign load and from October 
up into Christmas no efforts should 
be spared to develop electric adver- 
tising. 

This is only an outline. There 
are many more, some common to all 
sections and some peculiar to dit- 
but 
well distributed around the calendar 
that 


ferent localities, they are so 


there is no time of the vear 


when there is dearth of opportunity 


for favorable soliciting if the line of 
of 


least resistance or better the line 
strongest appeal is sought. 


There is also another feature 


which is contributory. Even as 


“birds of a feather flock together” 
so men of like trade, competitors 
though they may be, are drawn bv 


kindred interests to a certain 


amount of intercourse. The result 


is that if a central station or 


a con- 


tractor makes a thorough canvass 
of the manufacturing tailors in a 
city, there is bound to be more or 
less discussion created among these 
men on the subject of motor drive. 
Moreover, if the claims of the motor 
have undeniable merit, the general 
tone of that discussion will be favor- 
able. It may not result in immedi- 
ate sales, but there will nevertheless 
be an undercurrent of real interest 
in the electric motor as applied to 
their own business which will bear 
fruit eventually if followed up. And 
so it is in other lines. 

The cam- 
paigning for the sale of electric cur- 
rent 


systematic thorough 
consuming apparatus in the 
season of strongest appeal is not 
only logical but most pleasant and 
easy. It is discouraging to any 
the 
answer—“This is my slack season. 


man to be turned down, and 
Come around when business starts 
up again,” does not appear on the 
monthly figures, no matter what it 
may promise. 


\V hat 


little more preparation. 


most salesmen need is a 
Being in 
the right spot at the right time is 
called luck. It is in 
but for the most part it means head 


work and preparation. 


some cases, 
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The °**‘ House Electric’’ 


as an Adveritsing 


Medium 


The Story of a Successful Demonstration in Binghamton 


By L. M. OtmstEep 


IN CHARGE OF COMMERCIAL DEPARTMENT 


BINGHAMTON Licut, Heat & 


OLLOWING the advice of 

an authority on advertising 

who says—‘To successfully 
advertise, appeal to the sense of 
sight.” the Binghamton Light, Heat 
& Power Co. decided to give its 
patrons and the interested public a 
free exhibition and demonstration 
of what electricity will do for the 
home. ‘To do this it was decided to 
furnish complete a model flat, called 
the “House Electric,” and for this 
purpose we engaged the entire ninth 
floor of the Press Building, a twelve 


Power Co., BrincHamTon, N. Y. 


story modern office structure, where 
two passenger elevators furnished 
efficient service. 

The selection of the ninth floor 
rested on the desire to do away with 
the general public crowding in as 
they would were the place more ac- 
cessible. The space itself was a 
single room 50 feet by 200 feet. In 
this room we installed partitions 
made of 2 by 4 inch stud covered 
with cloth and paper and arranged 
an eight-room flat and three out- 
side rooms for exhibition, demon- 























Complete Electric Kitchen in the Binghamton Demonstration 



































Selling Electricity 


August, 1909 











all the windows were dum- 
mies with electric lights 
arranged outside to give 
the semblance of sunlight. 
In the sun-parlor the effect 
was especially good, the 
room 

flooded 
The 


and 


apparently 
with 
choice of 


being 
sunshine. 
furniture 
the 
careful 
consideration and no effort 


decorations was 


subject of very 
Was spared to make our 
House Electric’’ in good 
taste and a practical de- 





Display Room—Binghamton ‘* House Electric ”’ 


strations and receiving guests. The 
co-operation of the merchants best 
fitted to 
tric” 


furnish the ~ House Elec- 
was solicited, and they real- 
ized immediately the extraordinary 
advertising opportunity and were 
eagerly interested. In a very short 
time the apartment was completely 
most elaborate and 
up-to-date fashion, lavish in all elec- 


furnished in a 


trical devices appropriate for each 
room. 

We ran it this way for about two 
weeks, and then re-modeled every- 
thing and the 


changing the day-nursery, for in- 


rearranged rooms, 
stance, to a sun-parlor and in an- 
had had a 
small parlor and library adjoining 


other case, where we 


we took out the partition between 
and made an arch, the result being 
one parlor. The 


large furniture 


people gave us a complete change of 


furniture and the dry goods house 
the 


changed draperies and wall 


paper. 
The entire “House Electric” was 
built within the larger room, so that 


monstration of electrical 
The vari- 


ous rooms were furnished richly but 


home comforts. 


not extravagantly, and there was no 
attempt to overstock with electrical 
apparatus. The kitchen, dining-room 
and bath, however, and in fact all the 
rooms, were equipped as completely 
as possible and every device was con- 
nected and ready for demonstration. 
Each room was run on a separate 
circuit to avoid all trouble from blow- 


outs, short circuits, etc. 











The Bath Room—Binghamton Exhibit 
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Between the elevators and the 
model apartment were located the 
display room and the cooking de- 
monstration. In the display room we 
had on exhibition a complete line 
of cooking utensils, lamps, fixtures, 
heating devices and small motor 
driven apparatus, including washing 
machines, sewing machines, direct 
connected forge blowers, dental 
lathes, portable drills, direct con- 
nected flexible shafts for polishing 
and other current consuming appli- 
ances which were explained and 
operated by representatives of the 
company. In the cooking room 
two young women gave demonstra- 
tions of electric cooking twice daily 
throughout the entire period of the 
exhibition, serving in the meantime 
light refreshments cooked while 
lecturing. Right beside the eleva- 
tor, we fitted up a little reception 
room marked, “Private Office Man- 
ager.” It was furnished with Turk- 


ish leather chairs and draperies and 
was most comfortable and cheerful 
in appearance. Into this room we 
invited our guests and had a very 
cordial visit with them. Every- 
body was well pleased. This room 
was fitted with a telephone which 
was at the service of the public. 

Invitations were sent personally 
to all the patrons of the company, 
and one of the merchants sent to all 
customers of his house. These with 
advertising in the papers brought 
throngs every day. A feature of 
the cooking demonstrations was 
luncheon served to the Daughters of 
the American Revolution and an- 
other to the Business Men’s Club, 
both of course, cooked entirely by 
electricity. This proved  instruc- 
tive and interesting to a large num- 
ber of people and created a sale for 
the utensils. 

Thousands of people came not 
once, but often: saw, and assured 
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The Bedroom in the Binghamton 








““ House Electric ”’ 
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that electrical devices 


were not dangerous, as was the idea 


themselves 
hitherto. From a business point of 


view the company considers the 


“House Electric’ a successful ad- 
vertising scheme. It has brought 
us closer in touch with our patrons 
and those who will undoubtedly be- 
come such, it has created a deman:d 
for .electrical appliances, and it has 
shown the company’s interest in its 
patrons and its desire for their per- 
The 


public in turn evinced a readiness 


sonal acquaintance. general 


to listen to business propositions 


and discuss business, being im- 
fact that 


rienced men were furnished to con- 


pressed with the expe- 
duct interested parties to the fac- 
tories and places of business where 
“ Electricity at Work” could be 
seen. 

General good fellowship was cre- 
ated all around and financially and 
from the standpoint of advertising 
the “House Electric’’ was a success 
both to us and to the merchants 


who co-operated with us. 





than once. 


purpose. 


cashier’s coupon. 


tures are recorded. 





A Dollar Idea 


C. P. Gallagher, Manager New Business Department 
Auburn Light, Heat & Power Company, Auburn, N. Y. 


E have given a new twist to the advertising of electric flat- 
irons on the back of bills. 


common and has proved its worth, for a bill is usually read more 


We have had very good results this summer from a back bill 
ad campaign for electric irons. We ran a cut of the iron, a descrip- 
tion, instructions, etc., and a free trial offer to all those who will write 
their names and addresses in the blank space arranged for the 


This space is so located that it is on the back of the 


There is many a man who resolves to answer an ad when the 
ad is before him, but never takes further action. 
ever, he signs the blank when he reads and the rest is taken care 
of automatically when the bill is paid. 

The cashier’s coupons are examined each night and the signa- 


The iron is delivered next day. 





Back bill advertising is not un- 


In this case, how- 
































Electric Signs for Newspapers 





O newspaper can live without constant publicity. The 
newsboy’s yell is not enough—reporters can’t do it all— 
the public must not be allowed to forget. 


It is a good general argument that an electric sign strengthens 
a merchant’s newspaper advertising. It does. Inversely, no news- 
paper can deny the value of an electric sign in advertising its own 
proposition. 

The burden of proof, however, rests on the central station. A 
surprising number of newspapers are apparently oblivious to the 
value of the electric sign,—but the proposition if presented properly 
should have exceptional appeal. 


In our September issue, we will publish a broad, clinching 
argument in favor of Electric Sign Advertising for Newspapers. 
It will be backed by photographs of such signs at work. It will 
lay the matter before the newspaper man with logical, irrefutable 
strength. 

A similar argument for Bank Signs was sent out last spring by 
various central stations to over 800 banks and trust companies. 
We know that it sold five signs ranging in price from $185.00 to 
$500.00 for the Rochester Railway and Light Company alone. They 
told us so. We have letters from a number of other companies, 
advising us of sales credited to the same article and to a later argu- 
ment in favor of Electric Signs for Churches. In each case the 
obvious truth of the reasoning backed by the photographic proof 
carried conviction. 

We want to mail a copy of our September issue containing this 
Newspaper Sign article to every editor and newspaper owner in 
your territory with an original, personal letter calling his atten- 
tion to the article and arousing his curiosity. When you follow it 
up personally in a few days, you will find that his interest is active 
and that he is ripe for negotiations. Moreover, it is of value to 
you to lay the facts before the press. 


We will send the magazine for ten cents a copy. If it is 
accompanied by the personally signed letter, the cost to us will 
be about twenty-five cents, which is our price to you. 


All orders must reach us by September 6th. 
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Park Lighting in Oklahoma City 


By GLENN MARSTON 


HE Oklahoma Gas and Elec- 
tric Company has presented 
to the people of Oklahoma 
City complete equipment for light- 
ing Stiles Park, one of several cir- 
cular parks located at the intersec- 
tions of the new twenty-six mile 
and the The 


consists of con- 


boulevard streets. 


equipment eight 


crete surmounted by orna- 
mental copper caps which carry the 


lamps and globes. 


posts 


There are four posts mounting 
one 100-watt tungsten lamp in an 
upright The other four 
posts mount three lights each; one 
upright 100-watt and two 60-watt 
tungsten lamps suspended from 12 


inch arms. 


p sition. 


The poles are made of 
reinforced concrete, hollow and hex- 
agonal in design and were manufac- 
tured by The Hollow Concrete Pole 
Company of Oklahoma City, owned 
by the Gas & Electric Company. 
This installation supplants one en- 
closed are lamp, which was formerly 
hung from a 60-foot pole in the cen- 
ter of the park. 

This gift the central sta- 
apparently been much 
appreciated by the people of the 
city. The the Okla- 
homa City Park Board published a 
letter of thanks signed in the name 


from 


tion has 


Chairman of 


of the citizens and the popularity of 
the park has greatly increased since 


the installation, the attendance be- 
ing fully doubled. Also the 
dents of McKinley Avenue have pe- 
titioned the 100 


watt tungstens on 5/7 concrete poles 


resi- 
council to install 


now carrying the company’s lines 
along that thoroughfare. 








Hollow Concrete Lamp-post, Oklahoma City, Okla. 


























Timely Advertising in Oklahoma City 


By GLENN MARSTON 


HEN the new business de- 

partment of the Oklahoma 

Gas & Electric Company was 
organized last May, it was necessary 
to exercise great care in choosing 
prospects which would have the least 
possible effect on the peak load. The 
plant was running on an overload 
every night from eight to nine o'clock, 
due to the removal of an important 
unit pending the enlargement of the 
plant. Power for factories, fans and 
heating devices, therefore, were prac- 
tically the only forms of new business 
which could safely be solicited. 

Active soliciting for power was 
begun at once in charge of Alfred 
Hughes, while fans and heating de- 
vices were aggressively advertised in 
the papers, the general publicity cam- 
paign being in my charge. 

‘“Timeliness’’ was the watchword 
of the advertising campaign. An effort 
was made to give news value to every 
ad published. Permanent advertise- 
ments, such as theatre curtains, were 
prepared to make the surroundings 
help out the arguments advanced and 
the campaign has resulted in a large 
increase in power business, while the 
city suffered for several weeks from 
an absolute fan famine. 

In June, eight 3-line “ readers’’ were 
placed in each newspaper, running 
every other day. All eight © readers”’ 
were identical, being as follows :— 





The Price of a 5-cent Soda 


will pay for enough current to keep 
you cool all night with an electric fan. 





One of the open air theatres sold a 
large space next the stage on which 
was painted in green: © Keep as cool 
as this at home. Current for an electric 
fan costs only half a cent an hour.” 

For several daysin July, Oklahoma 
City was in the throes of an ice famine. 
Several of the ice plants were crippled 
and there was less than half enough 
ice to supply the demand. The Okla- 
homa Gas & Electric Company imme- 
diately called attention to the fact 
that one could keep cool without 
drinking quantities of ice water and 
other iced drinks. The fact that a cool 
breeze is nature's own relief in hot 
weather was emphasized, and an ap- 
peal was made to the public to con- 
serve the ice supply in the interests of 
infants and invalids. 

The Sunday following the hottest 
week of the month one of the papers 
published an extended article on how 
much heat was necessary to keep Ok- 
lahoma City cool. According to this 
article the company has over 300 
horsepower in fan business, which 
would be increased if more fans 
could be secured from the manufac- 
turers. 

During another week the city water 
became very dirty, and there was talk 
of typhoid. Some cases were discov- 
ered which were traced to the public 
dumping ground in the outskirts of 
the city. Immediately the following 
advertisement was produced showing 
how an electric fan furnishes the fullest 
possible protection against the dangers 
of infection. 
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Protect 





The most productive source of typhoid is 
food which has been contaminated by flies. 

Flies cannot light on food protected by a 
strong breeze. 

An ELECTRIC FAN will protect your food. 

You should have an ELECTRIC FAN to 
keep your dining room cool and comfortable. 

You should have an ELECTRIC FAN to 
keep your food pure. 

An ELECTRIC FAN for your table for 
three meals will use only one and one-half 
cent’s worth of current a day. 

Is it not worth a cent and a half to insure 


yourself against disease and be comfortable 
besides ? 


Oklahoma Gas & Electric Co. 


Phone P. B. X. 14 110 North Broadway 


Yourself 
From 


Typhoid 











When the company presented the 
city with a full equipment of orna- 
mental hollow concrete posts for Stiles 
Park, the papers gave the matter much 
favorable publicity, the company pub- 
ishing an advertisement giving a pho- 
tograph of the new lights and a letter 
from the Park Commissioners thank- 
ing the company in behalf of the peo- 
ple of Oklahoma City. 

In addition to paid advertising, the 
papers published almost daily news 
stories on lighting and power. These 
items were so written as to suggest 
the convenience and comfort of elec- 
tricity or to show the pulling power 
of electrical advertising. 

Later an arrangement made 
with one of the newspapers whereby 
an advertising solicitor should work 
on electrical advertising exclusively. 


Was 


This solicitor visited the various mer- 
chants who used electric signs and 
induced them to have photographs 
and half tones made of their signs. 
This was the only expense to the mer- 


chants. The company paid half the 
cost of the advertisement, the other 
half being paid for by the contractor 
erecting the sign. of such 
advertisements was limited to eighteen 
inches. 


The size 


The advertisements under the above 
arrangement contained a picture of 
some electric sign, a statement from 
the merchant as to its advertising 
value, and a note saying the sign was 
erected by such and such a contractor, 
the current being supplied by the Ok- 
lahoma Gas and Electric Company. 
Very often the name of the lighting 
company was not mentioned at all, 
as sign owners would naturally apply 
to it for current. 

Every Monday afternoon and Tues- 


day morning advertisements were 


published setting forth the advantages 


of electric irons. The hot weather 
caused the phrase “heat where you 
want tt—nowhere else’’ to be incor- 
porated in each advertisement. 


A new angle was taken in a cam- 
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paign for tungsten lighting in stores. 
The advertisements were directed to 
the merchants, but dealt with lighting 
from the standpoint of the patron of 
the store. Our advertisement was 
headed ““ How Will Your Patron Like 
Tungsten Light ?”’ while several others 
of a similar nature produced excellent 
results. 

A power advertisement appeared 
June 28th headed by a quotation from 
the Saturday Evening Post of June 
26th, in which it was stated that the 
greatest waste comes in the manufac- 
turing rather than in the distribution of 
factory products. This was made the 
text of a little sermon on the neces- 


sity of conserving natural resources 
through using electric power. 

Cartoonists on the two leading news- 
papers became interested in the cam- 
paign and drew pictures showing the 
delights of work under an electric 
fan. 

It is impossible to tell exactly what 
were the results of the advertising 
campaign, as the company does not 
deal in appliances. Reports from the 
contractors, however, indicate a large 
increase in the demand for current 
consuming devices, and it is proposed 
to carry on an even more active cam- 
paign as soon as the plant is in con- 
dition to carry the business. 





A Dollar Idea 


By Thomas F. Kennedy 
Denver Gas & Electric Company, Denver, Colo. 





T the present time Denver is experiencing some extremely hot 
weather. We are consequently selling a large number of fans, 





and as a novel means of advertising them, we have placed a num- 
ber of fans outside one of our show windows, arranged in such a 
way that through the fan being in operation the passer-by encoun- 
ters a number of forceful streams of cool air, immediately attracting 
his attention to the electrically operated fans. On numberless 
occasions this has resulted in the passer-by entering the office, 
inquiring about the fans, and leaving an order for one to be 
installed. 

In connection with this, it might be interesting to state that 
last winter during the severe weather we arranged on the outside 
window ledge of this same window a number of electric heaters, 
at which place people frequently congregated while waiting for 
street cars, and were enabled to enjoy the heat supplied by the 
heaters. It resulted in our securing some excellent advertising. 
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A Central Station Wins Prize in Floral Parade 


The Potomac Power Company Enters a Car with Electric Display and 
Captures the Third Award 


By Joun C. McLavuGuiin, CHIEF CLERK 


POTOMAC 





HEN 


one of our leading newspa- 


the Washington Post, 


pers, recently announced that 
they would organize a_ floral-auto 
parade for July 4th, and would give 
prizes for the best decorated cars, our 
company decided at once to take ad- 
vantage of this opportunity for some 
good advertising, and at the same 
time show our civic pride. 


ELEctTrRic PowER Company, WASHINGTON, D. C. 








car drew lots of favorable comment, 
and on the mornings of July 5th and 
6th there was quite a lengthy article 
in the newspapers regarding our elec- 
trical display. The parade itself drew 
the largest crowd we have ever had 
here outside of inaugural time, and | 
believe that nearly all of our residents 
saw the demonstration. It was the 





The small photo here- 
with shows our entry, 
which was awarded third 
prize. The color scheme 
was as follows: top—red ; 
body—white; wheels and 
fender—blue. We _ also 
painted the tires blue— 





giving the car our national 
colors. Entwined among 
the flowers were 140 min- 
iature electric lamps. 
Each wheel had a double 
row of lamps, which, by 
home- 


means of some 


made commutators, 











burned without a flicker 
while the car was running. These 
lamps were alternately red and white, 
and with the blue wheels were exceed- 
ingly attractive. 

Qn the Sunday night immediately 
preceding the parade, | took the car 
out for a trial spin, and attracted a 
great amount of attention. I stopped 
at a prominent corner to speak to an 
acquaintance, and in less than two 
minutes we had a crowd of probably 
two hundred people around us. The 


The Potomac Power Company Entry 


first of the kind ever held here, and 
aroused a great deal of enthusiasm. 
The entire decorating of the car was 
done by employees of our company, 
and while the amount expended for 
decorating was small, the advertising 
was undoubtedly the best and most 
far reaching we have ever done. From 
results obtained by us, we would cer- 
tainly recommend that other lighting 
companies do the same thing should 
such a parade be held in their city. 

















The Ohio State Convention 


Fifteenth Annual Convention of the Ohio Electric Light Association, held in Toledo 


HE fifteenth annual conven- 

tion of the Ohio Electric 

Light Association was held in 
Toledo, Ohio, on July 13th, 14th and 
15th, the headquarters being at the 
Boody House. More central station 
men attended than at any previous 
meeting of the association. 

The president, Mr. C. R. McKay, 
now General Manager of the Union 
Light, Heat & Power Co., Coving- 
ton, Ky., but until recently with the 
Toledo Railway and 
Light Company, was 
unfortunately unable 
to be present, and Mr. 
J. C. Rothery, the 
vice-president, was 
not in attendance un- 
til the last day. The 
first two days the 
Convention was pre- 
sided over by Past- 
President W. P. 
Engle. 

The following pa- 


J. 
President Ohio Electrical Association 


pers were presented : 
Residential Lighting. - - - - 


The Supply of Electric Current to Other 
Towns from a Centrally Located Station. 
Two Papers. - - - - - 


Engine Room Management. - - - 


The Commercial Organization of Electric 
Lighting Companies and Their Relation 
to the Public. - - - - 

Three Papers. 


Boiler Room Economy. - - 7 - 
Factors Which Should be Considered in 
Making Contracts for Street Lighting. 


Plans to be Followed in —— ing L ape 
to Customers. : 
Two Papers. 





C. Rothery 


{ 
! 
J 
} 
{ 


f 


— 


Among the social features of the 
convention were an excursion by 
special train to Sandusky, Ohio, and 
Cedar Point, where a banquet and 
other entertainments were provided ; 
a trip to the Toledo Casino, on the 
Maumee River, with river scenery, 
a dinner and a theatre party; bath- 
ing, a frog leg dinner, and dancing 
at Toledo Beach; and automobile 
parties,etc. The program of the con- 
vention this vear was very elaborate, 
being a°book of 98 
pages, profusely illus- 
trated with views of 
Toledo and surround- 
ing country, photo- 


members of the asso- 
ciation, and contain- 


advertisements. It 
was announced that 
$1655 was realized by 
the association from 
the sale of space in 
this program. 


F. T. MATHER, 
=F Electric Ill. Co., Detroit, Mich. 
H. E. Hutcuins, 
: tl Lighting Co., Dayton, Ohio. 
CLAUDE SMITH, 
Bradford Elec. Lt. & Pr. Co. Bradford, Ohio. 
F. R. Brostus, 
Columbus Railway & Light Co.. Columbus, O. 
- Ww. Lowe, 
ras & E lectric Co., Alliance, Ohio. 
C. c CUSTER, 
: Miami Lt., Ht. & Pr. Co., Piqua, Ohio. 
\ RICHARDS, 
Toledo Railway & Lt. Co., Toledo, Ohio. 
N. B. AyYErs, 
Dayton Lighting Co., Dayton, Ohio. 
M. Rust, 


Greenville Electric Lt. & Pr. Co., Greenville, O. 


J. C. Roruery, 


E. Liverpool Trac. & Lt. Co., E. Liverpool, Ohio. 


T. D. BuCKWELL, 
Toledo Railways & Lt. Co., Toledo, Ohio. 


graphs of leading 


ing a large number of 
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Fifteen new members were en- 
rolled and the following officers 
elected for the ensuing vear: Presi- 
dent, Mr. J. C. Rothery, East Liver- 
pool; first vice-president, Mr. E. H. 


Beil, Youngstown; secretary and 








treasurer, Mr. D. L. Gaskill, Green- 
ville; executive committee, Messrs. 
F. M. Tait, Dayton; E. A. Bech- 
stein, Sandusky; W. P. Engle, De- 
fiance; Sheldon Rogers, Columbus; 
\V. FF. Hubbell, Wauseon. 





Abstracts of Papers Presented at the Ohio State 
Convention, Toledo, Ohto, July 13, 14, 15 


FACTORS THAT SHOULD BE CONSIDERED IN MAKING 
STREET LIGHTING CONTRACTS 


By SAMUEL RUST 


GREENVILLE ELectric Licgut & Power Co., GREENVILLE, OHIO 


HERE are 143 private cor- 

porations in Ohio engaged in 

the business of furnishing 

electricity to the public and 
of this number more than _ three- 
fourths are dependent upon the 
street lighting of their respective 
municipalities for their financial suc- 
cess. In almost every other line of 
business when the success or failure 
of the entire concern depended upon 
the business of one customer the 
factors which enter into that busi- 
ness would be well known to both 
parties and a basis arrived at which 
would be satisfactory to all con- 
cerned in the contract. But in mak- 
ing street lighting contracts with 
municipalities the game so far has 
been a catch as you can affair with 
one side at least generally ignorant 
of what they were doing and suspi- 
cious of the other because they were 
ignorant and because they were of 
necessity compelled to deal with a 
monopoly. 

I think it will be agreed by all 
present that if this part of the light- 
ing business was understood by the 
municipalities as well as by the 





companies making the contracts, 


there would be better prices and 
more satisfactory contracts made. 

It is not the intention of this pa- 
per to set out just what the prices 
for street lighting should be, as 
prices must vary with different lo- 
calities and is dependent upon the 
amount of lighting, cost of fuel, cost 
of equipment and labor, kind of 
lights, lengths of contracts, etc., but 
there are some factors which enter 
into this branch of the lighting busi- 
ness which each party to the con- 
tract should know of and for which 
they should make due allowance in 
making such agreement. These fac- 
tors I group into the following 
heads: 

Length of contract, kind and num- 
ber of lights, changes in position of 
lamps, outages, schedule burned, 
time of payment, costs of service 
and manner of contracting. 

The length of time that a street 
lighting contract should run is a 
very essential factor to be considered 
by both parties to the bargain. The 
statutes of Ohio have fixed the max- 
imum at ten years. The question is, 
should contracts be for any less 
period. If the company is a pro- 
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gressive one and keeps abreast of 
the times in adopting new improve- 
ments for their street lighting ser- 
vice, it should most assuredly not 
be less as every such company can 
count upon completely changing its 
street lighting equipment at least 
once in every ten years and this 
calls for an outlay that shorter time 
contracts will not justify. Every 
street lighting contract should pro- 
vide that the company furnishing 
the lights should have the right to 
change their system to a newer or 
better system of equal or better in- 
tensity during the life of the con- 
tract, subject to the approval of the 
council or board making the con- 
tract. Instead of this provision in- 
juring the municipality, it would 
benefit it by giving it the benefit of 
the improvements in electrical ser- 
vice which are appearing quite fre- 
quently and it would be an incentive 
to the company to furnish the city 
with the best and most up-to-date 
service. 

The proper method of dealing 
with outages is probably yet to be 
found. To compel the company to 
stand the exact price of the lamp 
when it is extinguished and should 
be burning is unfair to the company 
because of the equipment cost and 
fixed expenses which always exist, 
while to excuse the company for 
continued outage would likewise be 
unfair to the municipality. \ good 
plan is to agree in the contract just 
what the outage should be per hour 
per lamp and it is suggested that 
the amount be two-thirds of the 
price received for the lighting of 
the lamp. 

The kind of lamps to be used in 
lighting a town or city must de- 
pend somewhat upon the size of 
the municipality. Companies should 
be careful not to overlight a city in 
the beginning as all municipalities 
grow rapidly and there is a con- 


stant increase in the number of 


lights wanted, the lighting bill may 


become too great in comparison to 
other city expenditures and produce 
dissatisfaction. While most muni- 
cipalities do not make any mistake 
in this regard and are generally un- 
derlighted there are some that have 
more lights than the city can well 
afford to pay for. This is like over- 
selling a man in goods. He may 
pay for the goods but it always re- 
sults in a dissatisfied customer. 

So far there has been nothing in- 
vented for street lighting superior 
to the arc lamp. The reliability of 
its rays and ease of arranging its 
circuits have made it a favorite in 
any contract for street lights. In 
view of the recent invention of the 
series tungstens, a price should al- 
ways be agreed to for the installa- 
tion of smaller units in out of the 
way places in order that the city 
may light dark spots at a less cost 
than the are lamp which is too large 
for the purpose. Series tungstens 
are now made to fit the amperage of 
almost every size are lamp and can 
be installed on the same circuit and 
operated simultaneously with the 
arc lamps. Reports from this class 
of lighting are all favorable as to its 
satisfactory operation and length of 
life. In the smaller municipalities 
it is a question whether the series 
tungsten will not in time supplant 
are lighting entirely. Its economy 
of consumption and consequently 
lower price will enable the introduc- 
tion of a largely increased number 
and avoid the shadows of foliage 
which is always dense in the smaller 
towns. 

The number of lights that a mu- 
nicipality can use will determine in 
some measure the price that should 
be paid. At the end of this paper 
will be found an estimate of the cost 
of operating a 100 lamp street light- 
ing outfit and it may be safely said 
that if the number is decreased the 
cost is increased and further that 
the price for a street lamp should 
not be fixed without taking into 
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consideration the fact that the fixed 
expenses of the plant, sometimes 
called overhead expenses, will be 
the same whether 50 or 100 is con- 
tracted for. 

The schedule that lamps are to be 
burned on must also depend upon 
the size of the municipality. The 
writer is inclined to think that it is 
a mistake to furnish all night and 
every night service in towns of less 
than 5,000 inhabitants, for such 
towns a moonlight schedule is pref- 
erable, but every contract should 
provide that in case the nights are 
cloudy or stormy, the lights 
should be burned during such con- 
ditions. Where the town is above 
5,000 and under 10,000 inhabitants, 
it is a very good plan to have the 
contract provide for four nights off 
in each month, unless they are 
stormy or cloudy. By doing this 
the plant is enabled to make repairs 
to its are lighting equipment, with- 
out sustaining outages and plants 
in cities of this size can not afford 
to have so large an equipment as 
will guarantee continuous service. 
Cities that are above 10,000, will 
usually require all night and every 
night service, and cities of this class 
will usually justify a sufficiently ex- 
tensive electrical equipment, that 
will enable the company to give 
every day service on its street light- 
ing without inconvenience. 

The time at which bills should be 
paid should always be stated in the 
contract. It is preferable to make 
it monthly. To allow bills to grow 
too large causes the public to mur- 
mur at their size and in addition it 
is just as easy for the city to appro- 
priate in its semi-annual appropria- 
tion as it is to allow bills to run on 
and be paid quarterly or semi-annu- 
ally, besides it is a great convenience 
to the company to have the use of 
the money as the sum usually re- 
ceived for street lighting is sufficient 
to take care of the operating costs 
in a considerable measure. 


The costs which enter into street 
lighting should receive very careful 
consideration from the company. 
The writer is of the opinion that 
many street lighting contracts 
made below actual cost. The fol- 
lowing figures are based upon the 
average cost of a small plant of 100 
are light capacity, taking into con- 
sideration cost of construction, 
maintenance and operation and us- 
ing the standard enclosed arc sys- 
Lest. 


are 


[ estimate that each lamp will 
consume 600 watts per hour, and 
the time of burning 4,000 hours per 
vear, this will make a total con- 
sumption of 2,400 kilowatt hours, 
or 3.217 horse power hours per lamp 
per year. Estimating that the aver- 
age small plant will require 6 lbs. of 
coal per horse power, the coal con- 
sumption for each lamp would be 
9.65 tons, which figured at $2.50 per 
ton in front of the boilers, would be 
$24.12. The lamp wil have to be 
trimmed about 50 times, and I esti- 
mate the cost of trimming at $1.00. 
It will consume 50 pairs of carbons, 
which I figure at $2.30. The repair- 
ing, time and _ material would 
amount to $5.00, cost of installing 
about $120.00 per lamp and figuring 
10 per cent depreciation, would 
amount to $12.00 per vear. Cost of 


labor and salaries would aggregate 


a5 
$12.00 additional and the interest 
upon the investment $7.20, or a to- 
tal cost of $63.62 per vear. That 
these figures are certainly low, I 
would refer to the report of the 
commission appointed for St. Louis, 
to investigate the advisability of 
that city providing its own street 
lighting system, in which they 
found that the cost of operating an 
arc lamp for a city the size of St. 
Louis, would be approximately near 
$70.00 per annum. 


The writer is inclined to think 
that the time has arrived to educate 
the people on the costs of produc- 

















August, 1909 


Selling Electricity 43 





ing electricity, and instead of deal- 
ing with a municipality, as if you 
were handling something that was 
mysterious, the factors which enter 
into such contract, should be known 


and understood by all parties there- 
to. When it comes, the prices for 
street lighting will be more equi- 
table and will not be lower than 
they are now. 





THE SUPPLYING OF ELECTRIC CURRENT TO OTHER TOWNS 
FROM A CENTRALLY LOCATED STATION 


By CLAUDE 


MANAGER BRADFORD AND GETTYSBURG 


HE problem of supplying 

current for lighting and small 

power purposes in small 

towns that are unable to sup- 
port a local generating station has 
proven to us to be only a financial 
problem and with the financial 
point as a beacon the mechanical 
and electrical ends were taken as of 
secondary importance in the con- 
struction of this plant. The Brad- 
ford and Gettysburg Light and 
Power Company was organized in 
the fall of 1908 for the purpose of 
building and operating a transmis- 
sion line between the towns of Get- 
tysburg and Bradford, Ohio. Ten 
year street lighting contracts were 
obtained with both towns and a con- 
tract for current was entered into 
with the Greenville Electric Light 
and Power Company of Greenville, 
the county seat of Darke County. 
Gettysburg is a small farming set- 
tlement eight miles east of Green- 
ville while Bradford is strictly a 
railroad town twelve miles east of 
Greenville at the junction of the In- 
dianapolis and Chicago Divisions of 
the Pennsylvania Railroad. Gettys- 
burg has a population of about 350, 
practically all of whom own their 
own homes. Bradford has a popu- 
lation of about 1,600. 

The transmission line is built of 
No. 6 hard drawn copper and de- 
signed for a maximum of 60 kw. 
Seven miles of the lines is built on 


SMITH 


Licht & Power Co., BRADFORD, OHIO 


private right of way just outside 
the railroad property line. The re- 
maining five miles is on a country 
road. The sub-station at Greenville 
is just outside of the city limits and 
contains the step-up transformers 
and the meter. At Gettysburg a 7— 
1-2 kw. transformer mounted on a 
pole feeds the three-wire secondary 
service of 110—220 volts. A small 
sub-station contains a 3 kw. selec- 
tive tap transformer with 220 pri- 
mary and a maximum secondary of 
600 volts; the selective taps being 
for 12%, 25, 37%, 50, 62%, 75, 
871% and 100 per cent. A _ small 
series regulator, ammeter, watt me- 
ter and an 8-day timeswitch com- 
pletes the street lighting equipment. 
Eighteen 75-watt 60 cp. series tung- 
sten lamps are operated on the 
streets, the service being all night 
every night from 30 minutes after 
sun down to 30 minutes before sun 
rise. The lamps are all permanent- 
lv hung on 16% ft. rigid mast arms 
16 ft. above the street. 

The street lighting system of 
Bradford has a capacity of 150 
lamps, 60 being in use at present. 
Three 15 kw. step-down transform- 
ers are in use at the Bradford end 
and are connected in multiple feed- 
ing a main secondary system of 
two No. 0000 and one No. 00 lines, 
the branches being of two No. 4 and 
one No. 6, the smallest feeders be- 
ing two No. 6 and one No. 8 which 
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makes the copper loss on the sec- 
ondaries of such small value as to 
be imperceptible. The 15 kw. trans- 
formers are arranged for the two at 
the ends to be cut out of service 
during the day load which greatly 
reduces the core losses and keeps 
the regulation. The maximum volt- 
age during the day time being 118 
to 120, the minimum at the peak 


load is 112 to 114. The series 
tungsten street lights have given 
excellent service and during the 


past four months only two lamps 
have been lost by burn-outs and 45 
by defective joints between the fila- 
ment and leading-in wires. Many 
of these lamps failed in the first 24 
hours of burning. 


The lighting company does not 
handle any supplies or do any wir- 
ing but co-operates with the man- 
agement in this matter. Tungsten 
lighting was pushed from the start. 
The commercial rates charged for 
current are first 30 kw. 12 cents. 30 
to 60 kw. 9 cents. 60 to 90 kw. 6 
cents, with 1 cent per kw. discount 
for payment in 15 days. No meter 
rent is charged, the minimum 
charge being $1.00. The 60-watt 
lamp was adopted as the best for 
fighting gasoline as the operating 
cost is less and in small towns the 
financial end is the strongest argu- 
ment that can be produced. 


In one instance a 15 light gasoline 
plant was displaced by 15 60-watt 
lamps, one 40-watt lamp and several 
16-cp. lamps for use in the base- 
ments and storage rooms. The gas- 
oline had been costing $12.00 per 
month with $2.00 for the oil lamps 
in the basements and a night lamp. 


The first month’s current, Febru- 
arv, was $8.32, March $6.25, April 
$6.00. In May this firm purchased 


a power coffee mill, the May bill be- 
ing only $6.00. At the present time 
only three gasoline plants are left 
and they are less than a year old. 
The owners are willing to take on 


the electric at the first sign of 
trouble. 
The residence proposition has 


been very easy as the 24-hour ser- 
vice has been of such character as 
to commend itself to all. By push- 
ing the 25 and 40 watt lamps a large 
number are coming in under the 
$1.00 minimum charge. This makes 


the introduction of flat irons and 
heating appliances very easy. The 


irons are put out on 30 days free 
trial. Nothing but high grade irons 
are used and during the past month 
20 irons have been sold. The first 
one to be returned is yet to arrive. 
Almost all the wiring has been in- 
stalled by the management, who 
from experience has found that but 
a few people know what they want 
and for this reason I have always 
offered my advice as to the proper 
equipment and, in fact, have refused 


to install work that was not stan- 
dard. 
For tungsten lighting in many 


cases it was necessary to agree to 
make any desired change if the 
tungsten service was not satisfac- 
tory, hence all tungsten lamps have 
been installed well out of reach with 
suitable Holophane glassware and 
independent switches, with the re- 
sult that the breakage has been 
very small and service good. \Where 
consumers are timid about trying 
irons, the outlet is installed free of 
charge and who would own a heat- 
ing outlet and not have anything to 
put in it? It is a sure thing the 


neighbors would not forget that 
Mrs. Brown is using an electric 
iron. When once she has an outlet 


put in she is unable to find any good 
excuse to get rid of it. "As by ac- 
tual test the irons we put out are 
more economical than gasoline even 
at an 11 cent rate. On June the 
first, 105: meters were in service and 
50 applications were on file. This 
service has been obtained without 
the least effort. Our aim is to in- 


























August, 1909 


Selling Electricity 45 





stall 300 meters in the two towns; 
when we get to the renters we ex- 
pect to have house wiring to rent. 

The power question has as yet re- 
ceived but little attention. The 
gasoline power now in use does not 
total over 50 hp. A small one-half 
hp. motor is being used to demon- 
strate coffee mill service. This mo- 


tor is belted to any old coffee mill 
that happens to be handy and after 
a few days use we go around and 
get an order for a direct connected 
outfit and every one is pleased. As 
to the efficiency of the plant, our 
for the month of March was 
less than 11 per cent, April 10 per 
cent and May less than 10 per cent. 


loss 





PLANS TO BE FOLLOWED IN SUPPLYING LAMPS TO 
CONSUMERS 


py J. C. 


LIVERPOOL TRACTION & Licut Co., 


Eas1 


HE question of free renewals 
of incandescent lamps to cus- 
tomers is one upon which 
central station managers have 
diverse views. It is generally con- 
ceded, however, that free renewals 
under proper safeguards tend to 
make the relations between the elec- 
tric light company and the con- 
sumer harmonious and satisfactory. 
The customer being at all times fur- 
nished with high grade lamps there 
is no inducement on his part to 
burn a lamp after its efficiency has 
become impaired and the central 
stations have found that free renew- 
als have materially increased the 
consumption of current where the 
installation was left unchanged. 

The following are the methods 
employed by a number of electric 
light companies widely distributed 
throughout the country: 

The St. Joseph Railway, Light, 
Heat and Power Co., St. Joseph, 
Mo.. when connecting a customer 
to their lines fill all sockets in the 
installation. When disconnecting, 
all lamps are removed. All old 
lamps returned are tested with pho- 
tometer and such as come within 
specifications are again issued to 
customers. Many of the _ tested 
lamps are used in sign lighting, in 


ROTHERY 


East LIVERPOOL, OHIO 


the power house, car barn, cars and 
amusement park. 

Tungsten lamps are sold to cus- 
tomers at actual cost plus a suff- 
cient allowance to cover breakage, 
ete. 

The Omaha Electric Light, Heat 
and Power Co. also furnishes the 
original installation of all incandes- 
cent lamps free of charge and re- 
news the same as they are burned 
out from time to time on presenta- 
tion of the old lamps at their office. 
This applies, however, only to the 
carbon filament or metallized fila- 
ment lamp. 

Tungsten lamps are rented to 
customers, the rental being based 
upon the average life of the lamp 
and are practically furnished at cost. 

The Public Service Corporation 
of New Jersey states as follows :— 
“Our practice is to use a lamp 
wagon to periodically visit our cus- 
tomers. The wagon is known as 
the low down dairy type which 
makes it very convenient for a man 
to get in and out. Our schedule is 
to visit residences not less than 
every six months and_ business 
houses not less than every three 
months. Requests over the ‘phone 
or by letter for delivery are taken 
care of by the same wagon if pos- 
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sible. We will also deliver lamps 
to the customers at the station if 
they bring them in. We exchange 
lamp for lamp independent of can- 
dle power of the ordinary carbon 
lamp. We also exchange a gem for 
a gem but will not exchange tung- 
stens. The first installation of 
lamps is paid for by the customer 
after which we exchange free. We 
keep a record of the number of 
places visited by each man_ per 
month, number of lamps delivered 
and the cost of the work. Our sys- 
tem has been running about’ six 
months, therefore we are not in a 
position to state what the ultimate 
results will be.” 

The Butte Gas Light and Fuel 
Company, Butte, Montana, renews 
burned out and blackened 8, 16 and 
32 cp. lamps. They do not, how- 
ever, exchange a lamp for a smaller 
candle power than the one turned 
in. 

The Commonwealth Power Com- 
pany, Jackson, Michigan; Manches- 
ter Traction, Light and Power Com- 
pany, Manchester, N. H.; Minne- 
apolis General Electric Co., Minnea- 
polis, Minn.; Lehigh Valley Transit 
Company, Allentown, Pa.; Erie 
County Electric Company, Erie, 
Pa.; Harrisburg Light, Heat and 
Power Company, Harrisburg, Pa., 
and many others furnish free renew- 
als for the ordinary carbon filament 
lamps or metallized filament lamps 
when same are presented by the 
customer. 

The Burlington Light and Power 
Company, Burlington, Vt., furnish 
all sizes of carbon filament lamps to 
their customers free of cost and 
tungsten lamps at-.actual cost plus 
an allowance for breakage, etc. 

The Edison Electric Illuminating 
Company of Brockton, Mass., states 
all carbon filament lamps are re- 
newed free of charge; tungsten 
lamps are sold at the following 
prices: 25 w. tungsten lamps at 60c., 
40 w. tungsten lamps at 75c., 60 w. 


tungsten lamps at 90c., 100 w. tung- 
sten lamps at $1.10. They say: 

“Lamps are installed free at the 
time of installation of meter. As a 
rule, all renewals are made at our 
office but in Some cases we send a 
new supply of lamps to the cus- 
tomer’s residence. We have been 
very successful in having customers 
bring their old lamps to the office 
for renewal. In consideration of 
the fact that lamps are renewed 
free the customer is expected to ex- 
change his old lamps at the office. 
This method saves a great deal of 
time and money for us.” 


New York Edison Company 
writes as follows:—‘“Under our re- 
tail contracts the price for the cur- 
rent includes also the free renewal 
of incandescent lamps. Under our 
intermediate contract a reduction 
in the rate is made of one-half cent 
per kilowatt hour in case we are not 
called upon to supply incandescent 
lamps. In special wholesale con- 
tract we do not furnish free renewal 
of incandescent lamps. We are fur- 
nishing on the free renewal basis 
the standard carbon filament incan- 
descent lamps and all types of gem 
lamps. We are also supplying tan- 
talum and tungsten lamps practical- 
ly at cost to us and where we have 
lamp renewal obligations with the 
customer we make an allowance in 
the price of the tungsten lamps for 
the price of the carbon filament 
lamps which we are not called upon 
to supply. Lamps may be obtained 
over the counter at any of the com- 
pany’s store rooms and we also 
make a monthly delivery to our cus- 
tomers’ premises. We renew our 
customers’ lamps whenever they 
are burned out, blackened or dim 
and give them a new lot of lamps 
whenever they make the request. 
\Ve require the return to our store 
room of any burned out or black- 
ened lamps. In the case of the 
tungsten lamps we deliver the 
lamps to the customers’ premises 
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and place them in the sockets, ob- 
taining the customers’ receipts for 
the lamps when we have shown we 
have made good delivery of them 
to the customers’ premises. We en- 
deavor to maintain the highest prac- 
ticable standard of illumination on 
the customers’ premises and believe 
that the frequent renewal on a lib- 
eral basis of incandescent lamps 
where it can be done commercially 
as with the carbon filament and gem 
types of lamps to be of the greatest 
advantage to the central station. In 
the case of tungsten lamps we be- 
lieve that they should be furnished 
to the consumer by the station at as 
low a cost as the company can af- 
ford to sell them, making allowance 
for the carbon lamps which they are 
not called upon to supply in case 
the contract includes the free re- 
newals of incandescent lamps.” 

Chelsea Gas Light Co., Chelsea, 
Mass., furnishes free renewals to 
customers of the standard carbon 
filament lamps from 8 to 100 ep. 
Tungsten lamps are furnished, 25 
watt 60c., 40 watt 75c., 60 watt 90c.. 
100 watt $1.10, 250 watt $2.50. 

The Bay City Traction and Elec- 
tric Company, Bay City, Michigan, 
does not furnish free renewals but 
allows 3c. each upon all burned out 
lamps when returned to the com- 
pany if originally bought from them. 

The Huntington Light and Fuel 
Company, Huntington, Indiana, fur- 
nishes their customers incandescent 
lamps at actual cost. 

The Fort Wayne and Wabash 
Valley Traction Company, Fort 
Wayne, Indiana, states: — “This 
company furnishes free lamp renew- 
als for standard carbon filament 
lamps up to and including 16 cp. We 
sell the first group of lamps to our 
customers at 25c. each, renewable 
free, if returned to company: with 
original label attached. We have 
been selling these lamps to contrac- 
tors and supply houses for use on 
our circuits only at 17c. each in case 


them to make the 
profit of 8c. per lamp from their 
customers. We keep a wagon and 
man and boy doing nothing else but 
renewing lamps. We also renew 
lamps free over our counter to such 
customers as bring them in. We 
charge list price for tungsten lamps 
in small quantities. In full package 
quantities we sell to anyone at a 
discount of ten and ten per cent. 
We believe it is policy to protect in 
this way our friends, contractors 
and wire men as they solicit a good 
deal of business for us, keeping us 
in touch with what is going on and 
such friendship we consider valu- 
able. 

“\We are considering seriously 
abandoning the furnishing of any 
free renewals and delivering the 
lamps on our circuits by selling 
them at cost or possibly a little be- 
low cost and by urging the use of 
gem filament lamps as being most 
economical. We _ believe that in 
this way it will be possible to large- 
ly control the lamps on our circuits 
and prevent the consumers being 
imposed pon by being induced to 
buy chea: and inefficient lamps.” 

The indianapolis Light, Heat and 
Power Company, Indianapolis, Ind., 
supply their customers at practi- 
cally cost. 

The Flatbush Gas Company, 
Brooklyn, N. Y., states:—‘We sup- 
ply renewals free, the largest size 
being 32 cp. We are at present fur- 
nishing the 2. 5 w. gem filament 20 cp. 
lamp in place of the 3. 1 w. 16 cp. 
carbon filament lamp which was 
formerly our standard. Tungsten 
lamps we supply C.O.D. charging 
for them as follows:—25 watt 62c., 
40 watt 75c., 60 watt $1.00, 100 watt 
$1.25. Our plan is to furnish our 
customers with the best lamps that 
we can purchase.” 


lots allowing 


The East Liverpool Traction and 
Light Company has furnished are 
lamps and Nernst lamps free and 
maintained same. This policy we 
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still continue with respect to are 
lamps. With regard to Nernst 
lamps, however, we found the main- 
tenance too high and we have there- 
fore discontinued either the furnish- 
ing or maintenance. This was also 
found necessary because customers 
would try Nernst lamps and later 
install gas and possibly they would 
leave our lamps hanging and be 
willing to pay the low minimum 
charge of 45c. per month in order 
to have the extra amount of illumi- 
nation available for special occa- 
sions. In this way a large invest- 
ment might be tied up in Nernst 
lamps which would produce only a 
small amount of revenue and which 
are used to increase our maximum 
load at times when we have the 
least amount of power available. 


We do not supply tungsten, tan- 
talum, gem, and carbon filament 
lamps to our customers and our 
chief reasons for this policy are as 
follows: This company has con- 
stantly held aloof from the furnish- 
ing of any supplies, fixtures or ap- 
pliances using electricity, and as a 
result we have a number of wiring 
contractors, and electrical supply 
dealers in the city, all of whom are 
very active for business and making 
an active campaign for new busi- 
ness. Since we believe in letting 
them live and make a reasonable 
profit on their supplies they are 
strong supporters for this company. 


When the tungsten lamp was in- 
troduced and even at the present 
time, in order to get the best results, 
it should be installed in a fixture 
designed to carry it and with proper 
reflectors to distribute the light in 
accordance with the requirements 
of the work on hand. In order to 
undertake the sale of various types 
of lamps it would be necessary, 
therefore, to engage in the supply 
and fixture business ourselves or to 
divide the responsibility for the suc- 
cess of an installation between our- 
selves and the supply dealer in case 


we furnished the lamps and depend- 
ed upon him to furnish the fixtures. 
\Ve, therefore, decided it would be 
better to have them install and sup- 
ply the unit, including fixtures, re- 
lector and lamp and we are still of 
the opinion that this is the best 
policy. The supply dealers are sell- 
ing tungsten lamps at list price and 
considering the breakage of lamps 
in transit to the customers’ premises 
and the number of lamps which it is 
necessary to replace in order to re- 
tain the customers’ good will on ac- 
count of early burnouts, we think 
the price is reasonable. 

Some companies say that it is de- 
sirable to sell tungsten lamps so as to 
control their installation and limit 
their introduction to lamps of larger 
wattage. 

In a city with active gas competi- 
tion it is necessary in order to com- 
pete with gas to give the customer 
the most economical installation 
possible and we find it advantage- 
ous to recommend a 25 or 40 watt 
lamp if either of these will give suf- 
ficient light for a particular purpose 
rather than to recommend a_ 100 
watt lamp and give the customer 
three or four times as much light as 
he needs. 


The foregoing briefly outlines the 
methods pursued by various com- 
panies in furnishing free renewals 
and the reason given for such main- 
tenance. 


The writer is of the opinion that 
the subject of free renewals or ad- 
visability of free renewals is one 
upon which diverse views are held. 
Some station managers inclining to 
the view that a central station 
should furnish current only, others 
(and they appear at present to be a 
majority) claim that the mainten- 
ance of lighting units at a high ef- 
ficiency is a very important feature 
and that the highest state of effi- 
ciency can be maintained only when 
delivered by the central station 
management. 























“Tactful Relations With Customers’’ 


III. Some Varieties of the Species 


By HerBert ALDEN SEYMOUR 


re HESE 


have money,” remarked the 


rich people must 

new solicitor, as he and the 

former cultivator of that particular 

corner of the electric lighting field 
passed a handsome residence. 

“Yes, but them don't 

know what to do with it,” replied the 


some of 


latter. “Why, in that house they 
live in one room and eat in the 
kitchen, and go to bed early to save 
light. If candles cost less than elec- 
trictly they'd 
use them in- 


stead. | should- 
n't be surprised 
picked 
out this fine lo- 
the 
boulevard  be- 


if they 


cation on 
cause there’s a 
street arc just 
here, and it 
lights them to 


bed. They have 

157 sockets, and only 93 lamps, 
bills $2.00 a 
They ought to be made to 


and their don’t run 
month. 
guarantee the value of the core loss 
and the interest on the price of our 
transformer.” 
“By the way,” he continued, “what 
was little old Levinsky the tailor 
sore about, in the office this morn- 
ing? He was one of your first cus- 
tomers, if I remember correctly.” 
“Yes,” admitted the youngster sad- 


ly, “he was. I thought I made a 





Still Unconvinced 


ten-strike there, but | overloaded the 
circuit. His fuses blew when he got 
his first bill in this morning’s mail.” 

“I thought he was going some 
with that sign and all those window 
lights, but it seems he had something 
else, also.” 

“Yes, | sold him a tailor’s electric 
He 


pay 


iron and a fan. was to have 


three months to for them. I 
made a record, all right, and now Le- 
the 
Wants to send 
‘em back.” 
The 


laughed 


vinsky wants to break record. 


other 
long 
and loud. “You 
will have to 
nurse him 
along,” said he. 
“That ts 


doing it 


OVE 
for a 
little one room 
tailor shop with 
a bed and kitch- 
en stove behind the partition.” 

“Il thought I was doing splendid- 
had 


him just ready to order a sewing 


ly,’ continued the other. “I 


machine motor. You see he’s new 
in the neighborhood and his trade 1s 
slender as yet.” 

“How’d you ever get it all past 
the credit man?” 

“Why, I arranged some of it per- 
sonally on a cash basis. Levinsky’s 


making me a suit now, so it’s all 


right.” 
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“Say, old man,” remarked the 
other, soberly, “I hope Levinsky 1s 
a good tailor, for your sake. You'll 
have to buy clothes from him for 
two years. But that’s business. The 
way I chase around this town when 
I want a few things is a caution. | 
buy a hat here, a suit there, shoes 
somewhere else, and sundries all over 
the business district. Reciprocating 
ona very broad scale, you know. But 
overloading is bad business.” 

“T’ve learned the lesson,” laughed 
the other. “But he was dead willing 
to take it all. That’s what misled 
me. The difference between various 
customers is funny.” 

“T should say so!” 

“A type of the other extreme 
is the old lady who is anxious 
to have the service in her house, but 
is frightened to death of it. She is 
sure to ask all kinds of questions 
about its safety; would a shock kill 
her? Can the lamps explode? Is 
there danger of fire from crossed 
wires? Does the lightning come in 
on the service wires? Of course I 
reassure them on all these points.” 

“Reminds me of the old woman 
who asked the policeman if she 
would get shocked by putting her 
foot on the trolley car track just 
after a car passed. ‘No mum’, says 
he, ‘but if yez should put yer other 
wan on the trolley wire at the same 
toime, d’ye moind,—shure  yez 
wouldn’t be the only one to be 
shocked.’ ” 

“He was right,” said his friend. “I 
have often thought that our work 


brings a rare chance for the study of 


human nature; we meet so many 
queer people. Some are so set in 





their old fashioned ways that they 
won't even talk to you about elec- 
tricity. They are hard to win over. 
Youv’e got to bring something in 
your pocket, an electric curling tron 
for instance, and arouse their curios- 
itv. Then there’s the other extreme, 
the woman who assumes that you 
are deeply interested in her remotest 
family connections, whereas electric- 
al connections are what you are try- 
ing to talk about. She relates minute 
details of some personal peculiarity 
of her stepsister’s brother-in-law’s 
cousin’s aunt, Mrs. Dadbink; not 
the Dadbinks of Sedgeville on the 
Rush River, but the Dadbinks of 
Hamiltown, etc., etc.” 


“Funny what a lot of relatives 
some people have, too. But I can 
stand that better than the talk of 
the skeptical prospect who doesn't 
know anything about electricity and 
therefore is convinced no one else 
does either, and when you have made 
it as plain as the face on a man’s 
nose he insists that no meter can 
really measure it accurately. The 
only thing I hate worse is to have 
the old joke about wrong meters 
and overcharging dragged out, as 
being evidently founded on fact. 
Maybe it was, originally, but I hate 
to have the fine electric instruments 
of today slandered and despised. | 
always feel that these suspicious 
ones are going to keep a collector 
busy if I do land them.” 

“Then there’s the man who wants 
to heat the house with it in winter. 
I estimate it carefully for him, if he 
insists, on One room only, and that 
is generally enough. It ought to be. 
Do you think we'll ever come to it?” 
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“Sure as shooting. But not while 
the coal fields are unexhausted and 
the load on our mains scattered and 
irregular. 
quick we'll all be surprised, though.” 

“You Well, that 


will be a hot time in the business.” 


I daresay it'll come so 
don’t say so, 


“There is another type of custom- 
er that is a nuisance, and that is the 
one who always wants extras, and 
concessions. His business creed is 
to get just a little more than the 
other fellow intended to give him. 
In some ways that is all right, but 
it’s hard to run a big public service 
that 
way to do is to 


business on basis. The only 
have well estab- 


lished rules and 


pect that he, the high and mighty 
solicitor, will secure such and such 
a special proposition from the com- 
pany for his dear friend that particu- 
lar prospect. Well, it sometimes 
goes down quite easily, the contract 
is signed, and the installation made. 
What then? Why, Mr. Prospect. 
his chest swelling in sympathy with 
his head, can't wait to have the lights 
going or the power turned on before 
he drags in his neighbors and exhib- 


its it all as a testimonial to his 
genius for bargaining. ‘Beat the 
Company’s rules, b’ gosh! Made 


‘em come down! There it is—look 
at it.’ 


“ Now, just 





respect them. 
In time they 
will become so 
well known that 
they will protect 
you, and prove 
to be of immense 
value. Every- 


one will feel 


that he is getting just as big a 
dollar’s worth as anyone else, and 
haggling and kicks will be mini- 
mized. On the other hand special 
offers for limited periods of accept- 
ance are good to rouse up a com- 
munity, and campaign on. Everyone 
has a chance to come in on them. 
“Most companies make standing 
offers of free wiring for window 
lights or signs on a guaranteed mini- 
mum or flat rate basis, and there are 
other concessions occasionally. Now 
these are sometimes pitfalls for a 
‘foxy’ solicitor. He isn’t quite hon- 


est about them, telling each pros- 


imagine that fel- 








The Long Thin Amperes 


low’s state of 
mind when 
someone in the 
crowd finds 
much cause for 
mirth in the sit- 
uation, and ex- 
plains 
that 


proposition has been made to a dozen 


carefully 
the same 
other people he knows of, and that 
So-and-So, the man’s competitor down 
the street, is doing the same thing. 
Why, it’s pathetic. That 
has hurt himself and his company 


solicitor 


not a little, as he’s going to find 
out ere long. Never make that mis- 
take.”’ 

“Don’t you worry. 
man. 


I’m no con 
But a few weeks in the busi- 
ness have shown me that a solicitor 
must positively guard against in ad- 
vertent deception, or what may look 
like it afterwards.” 

said his 


“T remember a case,” 
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friend, “that dates back to our first 
year of operation and was really 
funnier than serious, except for the 
solicitor. A power customer, a Ger- 
man, called at the office one day and 
asked to see the Manager. Of him 
he requested, with tears in his voice, 
that he might be served with ‘some 
of dose long, thin amperes.’ 

“T dond want dem short, fat am- 
peres, he declared. I cand afford 


dem, by Jimineddy! I told your 


¥ 
man, already, aboud dose bills, ain't 
it? I dond see vy you cand aggom- 
modade me ven I buy so much elec- 
tricity, yet.’ 

“The Manager was mystified, but 
smelt a rat, and tried to get at the 
bottom of the man’s queer idea. 

“*Your man told me dat der am- 
peres go through my meter, ain’t it?’ 

“*Yes; certainly.’ 

“*Well, he says, dere was two 
kinds of amperes; der long thin vons, 
und der short fat vons; und I vant 
der long thin vons.’ 

““Why, I don’t know what you 
mean. They're all alike. Just the 
same, every one of them.’ 


““No, sir! Your man, he says dere 
vas the long, thin vons and der 
short, fat vons.’ 

“*What did he say about them?’ 
asked the Manager, taking a note of 
the circumstance for suitable action. 

“ “Why, he says der long thin vons 
goes through dese mechanical met- 
ers much easier, without turning 
around der veels so much; und dey 
cost not so much. He said I vas go- 
ing to get dat kind, now, after I 
kicked on dose bills. He says der 
short fat amperes, dey stick tight in 
der machinery, und make der veels 
go around harder, trying to get 
through der meter. Dat’s why I 
doand want dem.’ 

“It took two hours of labored ex- 
planation and varied demonstration 
in the testing room to remove the 
erroneous idea given that poor man 
by a thoughtless employe bent on 
having his joke. It took but a frac- 
tion of that time to remove the em- 
ploye from the payroll.” 

“Well, he deserved to be cut off, 
I guess. He ought to have been a 
newspaper reporter. That kind of 
a joke wont last in our business.” 





the largest in the city. 





A Dollar Idea 


By George S. Pearson, Representative 
Denver Gas & Electric Company, Denver, Colo. 


NE of the Denver theatres advertise that they have the cool- 
est place in the city and to make good they have installed 
a number of electric fans. I suggested to them that they install 
three fans in the lobby where the air blasts would strike the 
people as they were buying their tickets. This was done and 
since then their attendance has been greatly increased; in fact 





























HE following exchange of let- 
ters between a well known 
one of 


central station and 


its valued consumers is not only 


amusing. It suggests the question: 


Why did the lighting company fail 


LETTER I. 


Law Offices 6 & 7 Grab Bldg., 
Big City, West, May 12, 1909. 
Joun Brown JONEs, 
117 Main Street, 


City. 
DEAR SIR: 


The Electric Lighting Company informs 
us that it has been unable to remove its 
meter and property from the premises at 
We 


representatives of the Company to call on 


the above address. have asked the 
you again on Friday, May 14, 1909, at ten 
o’clock A. M., at which time please allow 
them to remove the Company’s meter and 
property, as otherwise we shall have to 
replevin the same. 

Yours truly, 


(Signed) CuHase, KetcHam & CHEATHAM. 


LETTER II. 


May 13, 1909. 
Messrs. CuHaAseE, KetcHamM & CHEATHAM, 
Lawyers, 
6 & 7 Grab Building, 
City. 


GENTLEMEN: 

I have your letter of May 12th stating 
that the Electric Lighting Company have 
entered a complaint with you regarding the 
meter in my office. 

I do not understand why they should 


complain to you, or why they should com- 


Fighting for His Meter 


to make inquiry and ascertain that 
its customer had merely gone out of 
town on business and would return 
shortly? It would have saved some 
time, some money and the regard 


of a-consumer. 


This 


little meter—earnest and faithful in the Com- 


plain of the meter at all. is a nice 
pany’s interests, exhibiting all the charac- 
teristies of the festive cascaret and the busy 
bee, renowned in song and story, not only 
by improving each shining hour, but ticking 
on and on during the still watches of the 
night. It’s a happy meter; why ruthlessly 
butt in on Friday, May 14th, or any time, 
and destroy its pleasure? 

Incidentally, I have been out of town for 
the past five weeks. This may not interest 
you, but it seems that I neglected to obtain 
This, | 


appreciate, was somewhat reprehensible in 


permission from the Company. 
view of that Company’s domination of elec- 
trical men and matters within this territory, 
but I was under the impression that I had a 


‘ 


constitutional right to ‘‘ engineer,’’ within 
my poor capacity, outside of the immediate 
sphere of activity of the Company aforesaid, 
so I hiked down into Ohio to earn a few 
dollars. Kindly extend my apologies to 
your president. 

Incidentally, also, I have paid the sundry 
lighting bills with their attached notices of 
writs, suits, executions, distress, summons, 
etc., amounting to $3.55, which sum repre- 
sents the faithful activity of this dear little 
meter, and I object to its being interfered 
with by replevin, injunction, ejectment, 
force of arms or otherwise. 

Yours very truly, 


(Signed) Joun Brown Jones. 




























































Frank W. Frueauff to Wed 


It is announced that Mr. Frank W. 
Frueauff, partner of Henry L. Doherty, 
Vice President and General Manager of the 
Denver Gas & Electric Company and Presi- 
dent of the National Electric Light Asso- 
ciation, will marry Miss Antoinette Perry 
of Denver, in the early fall. 


Hudson-Fulton Illumination 


The illumination planned for the Hud- 
son-Fulton celebration, Sept. 25-Oct. 9, will 
be the most ambitious and imposing display 
of lighting ever attempted. Conservative 
estimates place the number of lights to be 
used, in addition to the regular lighting of 
the city, at between 1,000,000 and 1,500,000 
incandescents; 7,000 arc lights, 3,000 flare 
arcs, one battery of four searchlights of 
100,000 cp. each and one battery of 12 
searchlights aggregating 1,700,000 cp., thus 
making a grand total of approximately 
26,260,000 cp. This estimate will be greatly 
increased by electric advertising signs for 
which contracts for hundreds of thousands 
of dollars have already been made_ by 
electric lighting and display advertising 
firms. 

On the last night of the celebration, Sat- 
urday, Oct. 9th, from New York to Troy, 
a distance of 170 miles there will be huge 
signal fires on the mountain tops. All the 
Hudson River cities are also making great 
preparations for carnival illumination; 
Poughkeepsie, for example, has appropri- 
ated $25,000 for electrical display. 


N. E. L. A. Executive Committee Meets 
The N. 


meeting under the new administration at 








E. L. A. Exec. Com. held its first 


the office of President Frueauff on August 
5th. Fourteen out of seventeen members 
were present. It was decided to waive the 
initiation fee on Class B and Class C mem- 
bership until after the 15th of October. A 
second and third edition of the Solicitors 
Handbook were authorized, the third edi- 
tion to contain an additional section de- 
voted to electric automobile data. 


News and Reviews 





Electric Fans in the Philippines 

In 1898 there were only two electric desk 
fans in Manila. In fact, the Spanish con- 
cern that furnished the current was op- 
posed to their use, but an energetic Ameri- 
can came into the field and_ successfully 
pushed the sale of electric fans and appli- 
ances. 

The company then took up their installa- 
ton, and today, in Manila, Cebu, and Iloilo 
there are many hundreds of these aids to 
comfort, their efficiency having ousted the 
old-fashioned “punkah,” which is still so 
common in India.—Electrical Review & 
Western Electrician. 


New Colgate Sign 


Betts & Betts, the New York City sign 
manufacturers, have announced that they 
are constructing a new sign which will be 
erected on the Colgate building in Jersey 
City, beside the world famous electric clock. 
The sign will be a special feature of the 
coming Hudson-Fulton Celebration. It will 
measure 160 ft. long by 60 ft. high and will 
be a reproduction of Hendrick Hudson's 
old ship the “Half Moon,” sailing up the 
Hudson River. The dates 1609-1909 will 
appear on either side of the ship. The 
colors will be produced by means of the 
“Betts” color cap, and there will be a num- 
ber of flashing effects. The re-modelled 
sign will measure 140 ft. high by 170 ft. 
long, and 3,000 more lamps will have been 
added. 






A Toaster Booklet 


The suggestive appeal of a little booklet 
recently issued by the Westinghouse Elec. 
& Mfg. Co. entitled “The Mission of the 
Electric Toaster Stove” is worthy of com- 
ment. In the first place, the cover looks 
like a piece of well toasted bread—ready 
to be eaten. Inside the toaster tells its 
own story in a very believable way and 
with many attractive illustrations. It is 
small, suggestive and alluring and is a 
good thing to put in a customer’s hands. 
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The Edison Association Convention 

of the 
Edison Illuminating Companies will be held 
at Briar Cliff Manor, Briar Cliff Manor on- 
the-Hudson, August 31 to September 2nd. 


The thirtieth annual convention 


One of the features of the meeting will be 
a dinner to Mr. and Mrs. Thomas A. Edi- 
son in commemoration of the thirtieth an- 


niversary of the Edison incandescent lamp. 


Baltimore Meter Testing Ordinance 


A Baltimore ordinance has gone into 
effect which provides for the compulsory 
inspection of all electric meters before 
installation, and a charge of 10 cents for 
each meter is imposed for this service. On 
complaint of a patron an inspection will 
be made at any time, and a charge of $1 is 
made, to be borne by the company if the 
error is ascertained to be more than 4 per 
cent, and by the patron if less.—Electrical 


World. 


Indiana State Convention 


The annual convention of the Indiana 
Electric Light Association will be held on 
August 18 and 19 at French Lick Springs, 


Indiana. 


A Simple Explanation 


The Montreal Standard that the 


explanation of the method of determining 


Savs 


the location of a break in a telegraph cir- 
cuit is simple, and then gives the following 
description of the method: “It requires, as 
everyone knows, considerable force to send 
electricity through a wire. The longer the 
wire, the greater, of course, must be the 
force required. This force is measured in 
units called by electricians ‘ohms.’ Let us 
that Montreal 
office and a point 150 miles away has broken 


suppose wire between a 


somewhere. The telegrapher knows that 
when the wire was intact there were re- 
quired, say, 2100 ohms to facilitate the cur 
rent, or 14 ohms to the mile. He now finds 
that he can send a current with only 700 
ohms. Dividing 700 by 14, he finds that 
the break in the wire is 50 miles from his 
end.”—Electrical World. 


Minneapolis Street Lighting 

Last year, under the initiative of The 
Minneapolis General Electric Company, an 
entirely new system of decorative, urban 
district lighting was installed in an experi- 
mental way around the Lake Harriet pa- 
vilion, which represents the [ 
attraction in one of the most popular of 
This lighting 
sists of 100 watt tungsten units 


center oft 


our summer resorts. con- 
enclosed 
within 16-inch light alabaster globes, placed 
at the top of a simple symmetrical iron 
post connected to an underground conduit 
system. The current for this lighting is 
received at the pavilion at a potential of 
2300 volts after crossing the street in an 
underground conduit, and is transformed 
in a constant 


current transformer placed 


in an especially constructed transformer 
room. This system has proved so attrac- 


tive and successful that a contract has 
been made with the park board and work 
completed on an installation of 107 addi- 
tional lamps along the entire shore of the 
lake, a distance of two miles. This work 
was done by The Minneapolis General Elec- 
tric Company at a cost of $75 per post; 
and all posts are maintained by this com 
pany and all renewals furnished at $18 per 
post during summer season of five months. 
These posts are spaced at a distance of 
about 100 feet. 

East Minneapolis, practically a city of 
itself, bordering on the east bank of the 
Mississippi River, and aggregating a total 
of 80,000 people, following in the footsteps 
of the merchants on the main streets of 
Minneapolis proper, is now to extend the 
ornamental street lighting of Nicollet Ave- 
nue across the river bridge and along the 
main business street, installing about 100 
new posts and lighting, in all, an addi- 
This 


cost 


tional district covering eleven blocks. 


installation in its initial state will 
approximately $17,000, covering first cost 
and one year’s maintenance of posts and 
renewal of lamps. When completed this 


lighting will present a most spectacular 
appearance, the thoroughfare forming the 
principal means of communication between 
Minneapolis and St. Paul—Stone & Web- 


ster Public Service Journal. 























56 Selling Electricity 


August, 1909 





Commonwealth Edison Company Contract 
Department Outing 

One hundred and thirty members of the 
contract department of the Commonwealth 
Edison Company, Chicago, enjoyed their 
annual dinner and outing at Riverview 
Park, Chicago, on the evening of July 13th. 
Mr. E. W. Lloyd, General Contract Agent, 
played the part of shepherd. 


Boston Electrical Show 


An association has been formed in Bos- 
ton for the purpose of conducting an 
annual electrical show in that city. The 
first exhibition will be held in Mechanics 
Building, Boston, November 15-25 (inclu- 
sive), 1909. 


Residence Wiring in Chicago 

Since December 1, 1907, the Common- 
wealth Edison Company of Chicago has 
wired 945 houses and apartments for elec- 
tric service. This wiring represents an 
addition of 26,715 50-watt equivalents to 
the company’s connected load. Consumers 
are given two years to pay the expense of 
wiring their premises, which is charged 
substantially at cost and spread over 
monthly payments.—Electrical World. 


Coming Electrical Exhibition in Philadelphia 

A great electrical exhibition will be held 
in Philadelphia from February 15 to 17, 
1910, inclusive. An exhibition company 
has been formed and the announcement 
has been made in a handsome booklet which 
is being distributed throughout the country. 
The exhibition will be held in the First 
Regiment Armory. 


“ Slogan Sign’ in Montgomery 


The Montgomery (Ala.) Light & Water 
Power Company has recently presented to 
the city of Montgomery the largest electric 
sign in the South. The company has been 
taken over by Henry L. Doherty & Com- 
pany and Mr. George Williams has been 
on the ground for several months, working 
for commercial progress. A slogan was 
adopted by the city—‘Montgomery—Your 
Opportunity,” together with a symbolic key. 

The new sign bears this slogan and faces 
the railroads. The sign measures 75 ft. 
x 85 ft. and contains about 2,500 lamps. 


New Lights for Central Park 


Central Park, New York City, will be 
lighted before long by fourteen hundred 
electric lamps, in place of the six hundred 
old style gasolene lights. The new lamps 
will have artistic merit. Four models for 
the new lamp-posts have been submitted, 
but the Municipal Art Commission will 
have one designed at its own expense. To 
install the new lights will call for an ex- 
penditure of about $32,000. 

The leakage from the old lamps in the 
park has ruined the grass for two or three 
feet around each lamp-post. Also. short 
cuts have been taken by the lamplighters 
in their anxiety to finish in a hurry, making 
roads through flower beds and creating 
footpaths on many of the green hillsides. 
The new equipment will do away with 
these bad features and in addition provide 
a more efficient illumination of the park. 


New Small Motor Booklets 


The Westinghouse Electric & Manufac- 
turing Co. have published two little book- 
lets entitled, “Electric Power for Domes- 
tic Purposes” and “Electric Motors for the 
Office, Store and Shop,” which are well 
worth the desk room. The titles indi- 
cate their mission. They are handsomely 
printed, profusely illustrated and contain a 
large variety of practical information in 
usable form. 


Large Carbon Lamps Tabooed in Brooklyn 


The Edison Electric Illuminating Co. of 
Brooklyn has notified its customers that 
the company will no longer sell the 16 ep. 
and 32 cp. standard Edison carbon filament 
lamps. In their place 20 cp. and 32 cp. gem 
lamps will be provided at 15 and 25 cents 
respectively. 


Glenn Marston Going Abroad 


Mr. Glenn Marston has recéntly returned 
to New York from the West. He _ has 
been working against municipal ownership 
and conducting commercial development 
campaigns in Fargo, N. D., Fort Smith, 
Ark., and Oklahoma City, Oklahoma. 

Mr. Marston sails for Europe September 
Ist, and will visit a large number of cities 
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in England, France, Germany and Austria 
where he will study central station con- 
ditions. 
Fans in a New Use 

A recent article in Power tells how an 
ordinary disc type fan was used to reduce 
the temperature of a generator that was 
running hot. The same means was used 
another time to cool down an overheated 
main bearing on an engine. 

It is that electric fans be 
recommended for use with gas engines and 


suggested 


air compressor cylinders in a similar man- 
ner. It has an advantage in 
that it blows out much of the dust and dirt 


additional 


that accumulates on all moving machinery. 


6,000,000 Tungstens 


“The tungsten lamp has been on the 
market now for over a year and over six 
millions of made lamps have 
been sold and placed in service.”—F. W. 
Willcox in General Electric Review for 
July. 


American 


Big Sign in Tampa 

The Peruchi-Gypzene theatre in Tampa, 
Fla., has installed a five hundred-light sign, 
the largest in the city. The lower or name 
part of the sign burns steadily, but the 
upper part has a torch shaped design capped 
with red lights, which are arranged to 
flash. The sign is attracting a great deal 
of attention—Stone & Webster Pub. Ser- 
vice Jrl. 

Boston Edison Lecture Course 


The Employees’ Club of the Boston Edi- 
son Company has arranged, through its 
lecture committee, for a course of lectures 
this coming winter, which will be in the 
nature of a continuation of the 
carried through last winter. 

“Steam” and “Alternating Current” will 
be the general 


course 


subjects taken up; eight 
first and 
twelve to the latter topic, making twenty 
in all. The lectures will be duplicated in 
the afternoon and evening of one day each 
week November 4. The 
double lectures will make it possible for 


lectures being devoted to the 


beginning on 


employees who work on different shifts to 
attend. 

The attendance for the course last sea- 
son averaged 26 men at the afternoon lec- 


tures and 164 men for the evening lectures, 
making a total attendance for the twenty 
double lectures of 3,808. 


Items from “ Electrocraft”’ 

Chicago’s street lighting arc lamps, 11,670 
in number, are operated by electricity devel- 
oped on the Chicago drainage canal. The 
current is transmitted from Lockport, 30 
miles distant, on aluminum cables. 


Four thousand incandescent lights at the 
recent Omaha electrical 
trolled from a wireless telegraph station at 
Fort Omaha, five miles distant. The lights 
were turned on and off at the will of the 
inventor of the 
Millener, 


show were con 


system, Dr. Frederick 

It is now possible to turn on pure and 
invigorating air like electric light—by snap 
ping a switch. The 
tached to any electric 


ozonizer can be at- 
light socket. Its 
function is the production from the atmos- 
phere of ozone, a colorless gas which pos- 
sesses extraordinary antiseptic and deodor- 
izing qualities. By means of the new in- 
vention the invigorating air of the mountain 
top can be brought into the household. 


Personal 


E. S. Roberts has severed his connection 
with the Pensacola (Fla.) Electric Co., and 
joined the Savannah (Ga.) Electric Co. as 
manager of the commercial department. 

Mr. Henry H. 
connection with the Gardner Electric Light 
Mass., to 


Taylor has severed his 
& Power Company, Gardner, 
accept the position as superintendent of the 
Buzzards Bay Electric Light Company, with 
headquarters at Falmouth, Mass. 


Mr. Homer E. Niesz has resigned as 
assistant to the second vice president of the 
Commonwealth Edison Company, Chicago, 
to become manager of the Cosmopolitan 


Electric Company of that city. 


Mr. Harold Almert has been appointed 
manager of the Department of Examina 
tions and Reports of H. M. Byllesby & 
Company, with headquarters at Chicago. 


Mr. Arthur G, Sias has resigned as super 
intendent of the Uxbridge and Northbridge 
Electric Co., Uxbridge, Mass., to accept the 
position of 


manager of the Reading 
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(Mass.) Municipal Light and Power De- 
partment. 


Mr. H. J. Tobias, formerly with the com-_ 


mercial department of the Dayton (Ohio) 
Lighting Company, has joined the Eaton 
Lighting Company, Eaton, Ohio, as con- 
tract agent. 


Mr. David Moore has joined the Pensa- 
cola (Fla.) Electric Co. as contract agent. 


Mr. E. L. Holtsclair, Power Expert for 
the past six months with the Lehigh Valley 
Transit Company at Allentown, Pa., has 
severed his connection to associate himself 
with W. W. Reay & Co., Norfolk, Va. Mr. 
Holtsclair has been very successful during 
his stay at Allentown and has increased 
the day load of the company very mater- 
ially. In his new departure he will special- 
ize on power installations from the con- 
struction engineer’s standpoint. 

Mr. C. D. Wheeler has been appointed 
advertising manager of the Fort Wayne 
Electric Works. 


Mr. Herbert G. Lowell has resigned 
superintendent of the municipal electric 
light plant at Templeton, Mass., to accept 
the position as superintendent of the Gard- 
ner Electric Light & Power Company, 
Gardner, Mass. Mr. Edward B. Waite has 
been elected superintendent of the Temple- 
ton electric light department to succeed Mr. 
Lowell. 


Mr. P. S. Dodd, for long associated with 
the Electrical Review and Western Elec- 
trician as manager, has severed his connec- 
tion with that journal and joined the organ- 
ization of the National Electric Lamp 
Association. 


Mr. J. E. Bullard has joined the sales 
department of the Toronto Electric Light 
Company, Limited. Mr. Bullard was for 
some time with the Builders’ Iron Foundry, 
of Providence, R. I., and previously he was 
connected with the Narragansett Electric 
Lighting Company. 


Mr. Eugene A. Creed, who for some time 
has held the office of Manager Commercial 
Department with the Auburn Light, Heat & 


Power Co., has moved to Toronto, Canada. 
Mr. Creed has taken hold of the adver- 
tising and power departments for the To- 
ronto Electric Light Company. 

Mr, J. E. Bullard has joined Mr. Creed’s 
department as power expert. 


What to Read in the Trade Press 


Advertising & Selling—July. “Intensive 
Advertising,” by John E. Kennedy, 

Canadian Electrical News—July. Full ac- 
count of the recent Canadian Electrical 
Association Convention in Quebec. 

Electrical Review & Western Electrician— 
July 31. Description of New Magnetic 
Survey Yacht Carnegie. 

Article on “Individual Motor Drive in an 
Electrotype Establishment,” with tables 
and illustrations. 

Electrical World—August 5. “Spectacular 
Ilumination During Hudson-Fulton Cel- 
ebration.” “The Relations Between Cen- 
tral Stations and the Electric Automo- 
bile.” 

Electrical World—July 29. “Care of Elec- 
tric Automobiles in St. Louis, Mo.” 

General Electric Review—July. An article 
entitled “Some Interesting Features 
About Tungsten Lamps,” by Mr. F. W. 
Willcox, describes and explains the pro- 
cess of tungsten lamp manufacture. 
Numerous tables and charts are present- 
ed and the characteristics of tungsten 
units are reviewed, 

Illumination—July. In the section “New 
Designs in Fixtures” are reproduced pho- 
tographs of a number of very rich and 
artistic interior chandeliers and brackets. 

National Electrical Contractor — August. 
Full account of Ninth Annual Conven- 
tion of National Electrical Contractors 
Association, Toledo, July 21-23d. 

Stone & Webster Public Service Journal— 
July. Contains an interesting article on 
“Handling the Crowds at the Seattle 
Fair.” 

System—August. Several articles on sales- 
manship and handling men. 





WANTED-Solicitors for Commercial Lighting, by 
an Electric Light Company operating in one of the 
largest cities of Ontario. Only men of experience 
and who have been successful in this particular 
work need apply. Application to state age, experi- 


ence, reference and salary required. _ 
Address “Ontario,” care SELLING ELECTRICITY. 
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I Do the Selling --- 
You Take the Profit 





That’s the basis of our success among Central Stations—co-operation. 
We sell motor-driven 1900 Washers to your customers; we increase your 
day-load; we popularize electrically-driven household appliances for vow. 

During the past twelve years we have sold ¢housands of hand-power and 
water-motor washers. We know how to sell. Now we offer vou the benefit of 
our sales ability, our experience. We want to sell motor-driven 1900 Washers 
to your customers. We w7// sell them—if you'll let us. 

Remember this—the 1900 Washer and Wringer is noi an experiment. 
It’s not high priced. It’s of intricate. It doesn’t wear out or break down 
or “balk.” It gives continuous, everlasting satistaction. \t is sold on the 
money-back principle—satisfaction adso/ute/y guaranteed. 

Another point. The 1900 Washer and Wringer is known. \t has 
been advertised for years; women have confidence in us and in our [Vasher. 
For almost every woman in America knows some other woman who owns 
one and is satisfied. 

But the crux of the whole matter from where you sit, is this—Il%@ can 
and will sell our machines tor you. We offer to put our motors on your 
circuits. Will you let us? Proposition No. 1 will give you the details. 


1900 WASHER COMPANY 


BINGHAMTON, NEW YORK 
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Let your Head 
save your Heels 


in going after 
new business 
by using the 


HOT-WEATHER 
ARGUMENT 


It is timely 
and it 


works On a sultry 


summer night 
the store keeper 
sweltering under 
the blaze and heat 
of the Gas Arc, is 
looking for something 
cooler and more comfort- 
able. It little 
reasoning to convince him 
that you have it, and can satis- 
factorily and permanently solve 
his lighting problem, if you show 
him the value of the Tungsten 
Lamp, and explain to him the fine 
points of the Benjamin Tungsten Arc. 
We have a large variety of fixtures for in- 
and out-door service. 


requires 








Consult our Bulletin No. 4 
Write for Recommendations 





Cat. No. T44. 25-in. Over All 











Benjamin Electric Mfg. Co. 


42 West Jackson Boulevard 


NEW YORK CHICAGO SAN FRANCISCO 
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The A. & W. Electric Sign Co. 


Toronto CLEVELAND New York 





The Central Station: The Business Solicitor: 
The Merchant: 


Make it your business to get business and business will come 


A. & W. 
ELECTRIC SIGNS 


Appeal to the real live ones because they 
are business getters for modern merchants 
and business boomers for modern stations. 

Many new and novel exclusive designed 
signs have recently been constructed which 
are only possible by the use of the new A. 
& W. flashing device. The accompanying 
cut of sign when in operation is a repro- 
duction of a water fountain by electric bulbs. 
The bowl of fountain is produced by ruby 
lamps, the streams and drips by white 
lamps, and when in operation is a perfect 
reproduction of flowing water. Since Jan- 
uary 1, 1909, five of these fountain signs 
have been installed, one in Cleveland, 
Rochester, Youngstown, Pittsburg and Erie. 
Bie f Many new moving attractions have been 
a installed by the A. & W. Company re- 
cently, such as moving automobiles, diving girls, waving flags, large steam- 
boats in motion, sail ships on water, revolving balls, etc. 

















Send for Special Designs and Catalogue. 


The A. & W. Electric Sign Co. 


The Largest Electric Sign Works in the World 
CLEVELAND, OHIO 


TORONTO, ONT.—64-72 Farley Ave. NEW YORK CITY—1370 Broadway 
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B U Y B U C K EY E Flashing and Steady Burning 


TUNGSTENS Now ELECTRIC 
B-E-C-A-U-S-E | DISPLAY SIGNS 


Are Our Specialty 








Buckeye Tungstens are skillfully, carefully 
and honestly made. 


Buckeye Tungstens are long of life and 
constant in service. 


Buckeye Tungstens are carried in stock at If you are after something original along 
these lines consult us. We assist Central 


Stations in selling Electric Signs. 
Haller Sign Works (Inc.) 
BUCKEYE ELECTRIC CO. 319 South Clinton Street 


CHICAGO 





all of branch offices and agencies. 














CLEVELAND, OHIO 














Fort Wayne Fan Motors 


No more complete line on the market this season 
than the Fort Wayne Fan Motors. When the real hot 

weather comes on your customers will want fans and 
| want them at once. Your order ought to be planned 
now to secure best attention. 


For Residences, Offices 
Stores, Hotels, Restaurants 


Fort Wayne Fan Motors give a satisfaction that can 
be experienced with no others. Have you seen our 
new Fan Motor Catalog? It shows the complete line, 
Desk, Wall Bracket, Suspended, Ceiling and Column 


Fans. 
Ask for Catalog 1114 To-day 
Fort Wayne Electric Works 


Main Office: Fort Wayne, Ind. 
Factories: Fort Wayne and Madison 


SALES OFFICES: Fort Wayne 8-inch Desk Fan 
Atlanta Chicago Grand Rapids Milwaukee New York Pittsburg Seattle St. Paul 
Boston Cincinnati Madison New Orleans Philadelphia San Francisco St.Louis Syracuse 
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People Who WANT the 


HOOVER ELECTRIC 
SUCTION SWEEPER 

































































| No. 3. The Young Mother 


Demonstrate the HOOVER SWEEPER in homes 
where there are growing children. You will find many 

\ opportunities to make sales. 
Young mothers are particularly susceptible to elec- 


trical appliances which save labor inthe home. They 
Z know that they must conserve their strength. The 
i= HOOVER SUCTION SWEEPER makes instant ap- 


peal to such women because it means a lessening of the 
household labors by at least one-fourth. 
y 4 Any one who can afford electric light can afford a 
YY, hy) HOOVER. It is the lowest priced of any good clean- 
ing device. It is the simplest and most practical cleaner. 
It is the most generally useful cleaner—used day in and 
day out like the old-fashioned carpet sweeper. 

That’s a big advantage from your standpoint. The cumbersome, expensive vacuum outfit is 
used but once a week: the HOOVER is used daily. The high-priced apparatus can only be 
sold to a few well-to-do people: the HOOVER can be sold to any of your customers. The 
vacuum apparatus is easily choked up: the HOOVER will suck up anything within reason— 
matches, shavings, threads, strings, scraps of paper or cloth, cigar butts,—anything. 

All we ask or want is that you will put the HOOVER through the most rigid trial. 
Use is proof. 


Hoover Sweeper pays two profits —a profit on the machine and a profit on the current. 
You can have one or both—as you please. 


We want Central Stations to demonstrate and handle our Sweepers 
We want Central Station solicitors to sell them at a handsome profit 
We want department and hardware stores for agents 


The Electric Suction Sweeper Co. 
NEW BERLIN, OHIO 
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Success Lies in Using Other 
Men’s Brains 


We offer free to Central Station Power Salesmen 
the combined brains, experience and energy of 
62 engineers. They stand ready to help you get 
more business —to help you make more money 


I OOK at it this way: Today you go to a prospective power customer with 
_4 a one-man proposition. It takes many hours of careful consideration, 
analysis and figuring upon your part to prepare that proposition. 


“Put it Up to Crocker-Wheeler” 


and let their 62 Engineers help you. Then, instead of a one-man proposition, 
you have a 63-brain-power proposition to fight for. All your energies will then 
be spent in salesmanship—in getting the customer’s signature on the dotted 
line of your contract. All the calculations, planning, study, brain-work, will 
be done by us. By such co-operation you will be enabled to call upon twice 
as many prospective customers, present twice as many propositions, secure 
twice as many contracts—become twice as valuable to your company. And 
it costs you nothing. 

The services of our Engineers are free to Central Station Power Sales- 
men. All we ask in return is that you will consider ©C=W motors in the in- 
stallation. 4 Le arate , 


Crocker-Wheeler Company 


Ampere, New Jersey 
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NEW BUSINESS FOR YOU 


IT IS OUR BUSINESS 
TO GET 


























We can do it if you will give us a chance. 

We have been doing it for other companies and know 
what we are talking about. 

We don’t serve our clients with luke warm syndicate 
matter. We give them absolutely individual treatment. 

First we locate the cause, then the effects, and finally 
show the remedy. 

That is what our Commercial Engineering Investiga- 
tion consists of. 

It shows you where your commercial department is 
weak and shows you how to strengthen those spots. 

Then, if desired, we will “apply the remedy ”’ we 
have prescribed. 

We don't give you valueless advice 
statements by work. 

Let us hear from you in regard to this proposition. 

It may ‘mean money to you. 

Write us to-day. 





we back our 























West Street Building 


C. W. LEE COMPANY 


NEW YORK 
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COPYRIGHT, 1909, BETTS & BETTS 


SIGNS THAT SELL 


We built this sign for a New York theatre. 

We made it bright and airy — different ; we gave it advertising appeal. We knew that 
that sign’s value to the theatre would depend on the number of tickets it sold. 

That is the test of any sign. It must sell goods. It must stand out forcibly, no matter how 
many other signs are round about. It must have real suggestive strength. 


A SIGN IS WORTH ONLY WHAT IT SELLS --- BETTS SIGNS ARE 
SUCCESSFUL SALESMEN. 


We work for absolute results in advertising — Signs that satisfy — Signs that are effective 
day and night. 


You want your customers to buy that kind of sign. See that they order from 


BETTS& BETTS 


INCORPORATED 
Electrical Advertisers 1360-1366 Broadway, New York City 


Cable Address, “* Bettsonia.*’ W. U., Lieber’s and Private Codes, Also Branches or Agents in all parts of the world. 
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